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ASK YOUR JOBBER 


*For the purpose of better distribution certain distribu- 
tors sell the WORTH Tools under their own private 
brands. All such carry this SYMBOL in addition to the 
brand name. It is your protection . . look for it. 








New Kelly Hammer Merchandiser— 
Eliminates Dead Stock and odd lot 





ordering—Speeds up Hammer Sales 


@ Here’s a new Kelly Hammer assortment that sells 
out quickly and completely because it’s made up of 
4 popular priced hammers—proportioned according 
to dealers’ sales averages as follows: 


5 Hammers to sell @ $ .50 each 
3 Hammers to sell @ .75 each 
2 Hammers to sell @ 1.00 each 
2 Hammers to sell @ 1.25 each 


Note that there are no high priced or slow selling 
items. Every hammer is a popular number. Your re- 
peat orders will be for complete assortments and you 
won't need to order small odd lots to fill in stock. 


New Package Keeps Stock Clean 


This new Kelly package is a combined storage 


and display box for one dozen hammers. Eight 
hammers are stored in the bottom and four are 
always displayed on display divider as shown. As 
a hammer is sold from the display you replace it 
with a clean fresh one from underneath the divider. 


The display is furnished in colors that stop the 
customer and make him want to try the hammers. 
Put new life in your hammer business with this 
new and different Kelly Merchandise display. 
Ask your jobber’s salesman to supply you with 
Kelly Hammer assortment No. 5322. 


KELLY AXE AND TOOL WORKS OF 


THE AMERICAN FORK & HOE COMPANY 
Makers of Essential Tools CLEVELAND, OHIO 


AMERICAS 


Alfr TRUE TEMPER Aes. 





FORKS © RAKES © HOES © SHOVELS © AXES © HATCHETS * HAMMERS © SCYTHES © FISHING RODS AND BAITS ¢ GOLF SHAFTS 
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HERE'S A 





|, NEW 
| AUTOMATIC 


DEADLATCH 


made by 












No 047 The case of this lock is finished in 


wrinkled brass. Visible screw type. 
Suggested retail price... $2.00 





1 The case has the attractive brown 
; No. 47 wrinkled finish & concealed screws. 
Suggested retail price... . $2.10 


Outstanding Value... Pin-Tumbler Security 
at Moderate Cost... Two Models 


ALE, originator of “the lock that does not forget”, 
now offers you two new models—both of the aufo- 
matic type that deadlocks against end pressure—with 
a double throw of the bolt—when the door is closed. 


These locks combine the convenience of a spring latch 
with the security of a deadlock. Each time the door is 
closed the bolt is automatically deadlocked against 
end pressure and has an additional throw making it 
project %4 of an inch from the face of the lock. 





Get a Supply from your Jobber or Write to Us 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONNECTICUT, U.S.A. 
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Cooking utensils of ENDURO 
Stainless Steel or enameled on 


REPUBLIC STEEL PRODUCTS FOR THE HARDWARE TRADE Toncaa ron Enameling Stock are 
Mer teltte (agitate Mele Mace ltt ts 
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; @ He doesn’t know it, but if he buys that gun, he probably buys Republic steels. 
He accepts the name of the manufacturer — and your word —as a guarantee that 
the gun is made of dependable materials. 

That’s why many manufacturers of guns and other products sold through 
hardware stores use Republic steels — because they are uniformly reliable. Because 
they are everything that they should be, Republic steels strengthen manufacturers’ 
reputations by rendering satisfying service. 

That’s why you should stock standard hardware items made by Republic — 
made in the same mills and to the same accuracy as the steels used by gun and 
other manufacturers. You can recommend them to your customers, knowing full 
well that every sale will add another satisfied customer. 


Ask your jobber to show you the Republic line. If he doesn’t stock it, don’t Republic roofing and sheets of 
accept substitutes until you know-more about Republic hardware products. Write aes ae ie 






new and repair work on the 


us. Republic Steel Corporation, Cleveland, Ohio. ustry. 


REPUBLIC STEEL (Ss 


UNION DRAWN STEEL DIVISION - TRUSCON STEEL COMPANY : 





NILES STEEL PRODUCTS DIVISION 














A complete line of standard bolts, New high quality wire prod s— Republic wire nails, spikes and Republic pipe is available in all 
huts, rivets, lag screws, turn- Republic smooth and barbed wire, staples —a complete line of de- stand sizes—in steel, copper- 
buckles and Satees wer _ spaciag, poultry getting. x pus peadeble Lm ‘or ~ use _ jeeriag — ay rust-fesiering 
Quality — fri ties. turd > e ideally suited to and accepte oncan Iron — for uildi 
hardware trade for 4 generations. nel, angle aad T fence posts. by the building trades. and industrial uses. 
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PORTABLE 
Electric 


IRONER 


NOW HARDWARE DEALERS 
COMPETE FOR THE FIRST 
TIME WITH VOLUME SELLERS 
OF ELECTRIC APPLIANCES 


HARDWARE AGE 





A 4-STAR ATTRACTION 
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| fox IRONER WEEK and every other WEEK! 


WOMEN BUY IT ON SIGHT * IT’S LOW PRICED 


It’s just what they have been demanding 
since ironers were first invented—a lower 
priced, quality built, easier-to-operate, lighter- 
weight ironer. The Handee is safe, guaran- 
teed, and comes all ready to use, complete 
with pad, cord, plug and, at slight additional 
cost, a durable, rubberized cover. 


PORTABLE 


Weighs only 25 pounds. Can be carried to 
any room in the home, set on kitchen or bridge 
table and plugged in any AC socket. When 
not in use, stores away in only 10 sq. inches of 
space. 


IRONS EVERYTHING 


From sheets to handkerchiefs; sheers or 
heavy fabrics; cottons, silks, woolens; flat 
pieces, shirts, ruffled and pleated clothing. 


SIMPLE AND SPEEDY 


Anyone can use. A slight elbow touch on op- 
erating lever starts and stops the Handee. * 
Both hands are free to handle clothes through 

the Ironer. 


MAKES IRONING A PLEASURE 


Not necessary to stand for hours at a time, 
lift around and bear down on a heavy hand 
iron. A woman can do all her laundry sit- 
ting down, without the least bit of fatigue. 


* 


* 





PRESENTED BY THE MAKERS OF THE FAMOUS 


EWA Ys DIE FE 


TOOL OF 100! USES 














ACTUALLY A WHOLE SHOP Grinds 


FULL OF TOOLS IN ONE 














Uses 200 different accessor- Engraves 
ies, instantly interchangeable —— 






in easy working chuck. 
Does faster, better 
work on metals, -es- 
ins, bone, horn, 
alass, wood, etc. 
Plugs in AC or DC 
outlet, 110 volts. Ad- 
vertised price $18.50 
with 6 Accessories. 


STANDARD MODEL, 
$10.75 with 3 Accesories 


The most widely advertised and fast selling 
Handee line of tools and accessories has been 
an outstanding success with hardware stores for 
the past 8 years. If you do not now handle it, 
write for special deal offer. 






Cleans 
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Every woman can afford a Handee; that means 
more prospects and more cash sales. It also 
means smaller stock investment for you. 


IT’S EASY TO SELL 


A short store demonstration means quick, easy 
sales. Requires little display space in window 
or on counter. 


IT’S A REAL GOLD MINE 


Hardware merchants who have not been able to 
handle other ironers because of size, price, dem- 
onstration difficulties, etc., will find the Handee 
a real money-maker. 


GET THE HANDEE FRANCHISE 


Be the first to show this Ironer sensation in 
your locality. It offers you a store attraction 
which will interest every woman. The Handee 
is the greatest winner ever presented in the 
appliance field. 


FREE - - SELLING HELPS 


We will send you free’a colored display poster 
measuring 22 x 17”; attractive small circulars 
with space for your imprint, to hand out or 
mail out; newspaper mats, etc. 

+ 


CHICAGO WHEEL & MFG. CO. 


1101 W. Monroe St. © Dept. EE, Chicago, Ill. 
SEND COUPON TODAY 


»>>>»>>>>>>>»> 





|} Send Demonstrator Ironer HA-9 


| Facts on Franchise, literature, window display, etc. 


| Special Deals on Handee Tool of 1001 Uses 


er 


ee 


A 6-DAY SALES OPPORTUNITY 


for Alert, Aggressive Appliance Dealers 


Use this calendar as your sales guide—as 
your guide to increased sales during National 
Washer and Ironer Week. 


gcTOBER 


- 


HELPFUL SALES PROMOTION 


to help you make more sales 


1938 
| sat \ 


To bolster your efforts during National 
Washer and Ironer Week, the Association 
has made available three colorful, attention 
T WUR compelling, sales promotional pieces. If you 
have not as yet received yours, then wire 

we : j the Chicago office of the Association for 

i 4% a this needed and free material at once. Dis- 

; : ake play it prominently—it will help you sell. 


\ FRI 


“Buy Now’’ Ironer Poster 

Printed in three contrasting colors of red, 
yellow, and black on heavy white paper, 
size 16% in. by 21% in. deep, it will 
enhance the value of any ironer display. 
Be sure to use it. 


Washer and Ironer Window Streamer 
Printed in the same harmonizing colors as 
the ironer poster, size 1114 in. deep by 
441% in. long, it will when placed on your 
show window command the attention of 
the passersby. Employ it as a sales builder. 
Washer and Ironer Display Card 
Printed in three colors on heavy card and 
easeled, it is designed for use in show 
windows and display rooms. Use it together 
with other materials to impress your cus- 
tomers of this special sales event. 


For the Family Washing, THERE'S NO PLACE LIKE HOME 


The American Washer and Ironer Manufac- Home laundry equipment offers an oppor- 
turers’ Association has set aside the week of tunity of lucrative, profitable sales to aggressive 


October 23-29 as a national week of concerted 
effort by the entire industry to get this story 
told—and told in a forceful way. You, as a 
seller of washers and ironers are invited to 
cooperate, invited to make this week the great- 
est sales week of the entire year—invited to 
share in the immense profits that are certain 
to accrue from intensive efforts. 


merchandisers—and right now this opportunity 
is enhanced by thousands of housewives now 
seeking a way to reduce the family budget. 
Home laundry provides the solution. It saves 
substantial sums in laundry costs—saves time- 
saves wear and tear of clothes. To merely tell 
this story is to make more sales... immediately! 








AMERICAN WASHER AND IRONER MANUFACTURERS’ ASSOCIATION 


TIVE OFFICES: 80 EAST JACKSON BOULEVARD «+ CHICAGO. ILLINOIS 








Washing Machine Dealers: 


Here Is Your Guide to More Sales 


The answer is — 
the farm homes in your trading area. 


And 5 out of 6 of farm power washer sales 
will be gasoline powered models — and the 
sales will come faster and easier if the mod- 
els you sell are powered by Briggs & Stratton. 














STRATTON 


hw U.S.A. 


Farmers know Briggs & Stratton Gasoline 
Motors—accept them as their guide when 
purchasing any small gasoline powered 
equipment, tools, or home appliances. Overa 
million in farm use testify to their depend- 
ability — their economy — their durability. 





(WASHER Ano Be sure to take advantage of the added interest and publicity during National Washer 


floor for demonstration. Invite all your farm prospects to your store during this week. 


jADNER eer and Ironer Week, October 23-29. Be sure to have gas powered washer models on the 
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HARDWARE SURVEY SHOWS 
4 OUT OF 5 PREFER T0 SELL 


5300— Window Ther- 
mometer, DeLuxe Mod- 
el. Statuary bronze 
frame and bracket. 
Scale is white vitreous 
enameled. Permacolor 
tube. Retails at $3.50* 


10 


Taylor Leedawl jew- 
eled compass. Made 
with black Bakelite 
case and flat needle. 
Sturdy and reliable. 
No. 2920. Retails at 
$1.00*. Other Taylor 
compasses retail from 


75¢ to $7.50*. 


«prices § 


5126 — 8” — Outdoor 
Wall Thermometer. Per- 
macolor tube with mag- 
nifying lens. Walnut, 
ivory or natural back. 
Satin finish brass scale. 
Retails at $1.25*. 


5304—Window Ther- 
mometer. Finished in 
ivory vitreous enamel 
with gray border. Stain- 
less steel bracket and 
fittings.10” scale. Retails 
at $2.50*. 


5316— Temprite Win- 
dow Thermometer. Per- 
macolor tube, equipped 
with magnifying lens. 
Scale is white vitreous 
enameled. Priced to re 
tail at $1.00*. 


4 


1. Bake Oven Thermometer. No. 5928— 


$2.00* retail. 


2. Candy and Jelly Thermometer. No. 5908 


—$2.00* retail. 


3. Deep Frying Thermometer No. 5910— 


2.00* retail. 


4. Roast Meat Thermometer 


$1.50* retail. 


Taylor Comfortmeter. For 
indoor and outdoor tem- 
peratures. Assortment 
above holds different fin- 
ishes. Sent on card'for dis- 
play. 6 or 12 in assortments. 
Each made to retail at 50¢*. 


5317— Window Thermom- 
eter. Vitreous enamel scale, 
with mounting brackets. 
Retails at 50¢*. 


. No. 5936— 
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@ 100-Shot repeater 
@ Automatic force-feed in each barrel 


@ Automatic safety insures against accidental ia 
discharge 


@ Oval hardwood stock and engraved jacket 


@ Nationally advertised, like all Daisy product 

















@ Show a youngster this new Daisy Double-Gun and 
watch his eyes pop with excitement. Let him pick it up 
; $ 0 0 eff & fe and he’s sold. This amazing new air rifle is so packed with 
iY Aa te eye-appeal—it’s so new and so radically different that boys 
“ 5° hy will fairly “itch” to get their hands on it. 










eof pe fe Honestly!...This Daisy looks and “feels” so much like a high- 
RETAIL 7 / sf priced double-barrel shotgun that you can hardly tell the difference. 
i iW fa And when they learn that it holds 100 shots and shoots twice on one 

cocking, every boy in your neighborhood will want one. 









We're doubling our efforts to reach every boy in your neighborhood, too. The 
name and “portrait” of the Daisy Double-Gun is being spread across the pages 
of more than a dozen widely read boys’, farm, and small town magazines of 
national circulation. We want every boy in the country to see it during the 
hunting season and before Christmas. Make sure that every boy in YOUR 
market sees it. Stock it now and show it inryour hunting season window dis- 
play. It will tie in perfectly with your regular shotgun sales plan. And it’s 

sure to be a big Christmas item for boys thru 16 years of age. 


At last!...a genuine telescope sight to retail at the 
revolutionary 
price of... 


$400 


Here’s an accessory that makes every air rifle owner your prospect. This gen- 
uine *scope is designed to fit any Daisy (except double-barrel) and its uni- 
versal mounting clamps make it easy to attach. Nineteen inches long, it has a 
high-grade rubber eye-piece, elevation adjustment, a two-power lens, and is 
built with the usual Daisy care and precision. It is not merely a toy but actu- 
ally does the job of a regular high-priced ’scope. Packed complete, in an 
attractive carton, with instructions for attaching, operating and “shooting in”. 
Remember, that this new dollar item will attract kids who already own air 
rifles as well as those who don’t. Feature it alone and in combination with 
other models. Stock up now. 



















* 
Daisy’s national advertising will be i from now thru Jan » 1939. Write for sales 
helps and displays. Stock up on ie Scsive line—8 models from $1.00 to $5.00. Get set for 


DAISY MANUFACTURING COMPANY, 219 UNION STREET, PLYMOUTH, MICHIGAN 
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No. 760R Cabinet Door Set 





With these sets 
cabinets take on 
new beauty 


— classic beauty of the individual de- 
signs and the sparkle and luster of the 
finishes of these cabinet door sets impart 
a craftsman-like touch to the finished job 
whenever installed. Added to this is the 
smoothness of their friction-free action. 


National 


CABINET DOOR SETS 


are good-will builders for every dealer. Your trade 
will appreciate both the modern ideas in design and 
the simple, positive action incorporated in this hard- 
ware. The styles are so diversified that every size 
and style of cabinet has been considered in order 
to meet practically all individual requirements. 


Let us prove that these cabinet door sets will re- 
ceive instant approval with your trade. Order 
your supply now. The complete line is shown in 
the National catalog. If you do not have a copy 


we shall be pleased to mail one. 


National Manufacturing Co. 


STERLING 
ILLINOIS 





\ NATIONAL 
MFG. CO. 


National Builders’ Hard- 
ware is sold direct to the 
retail dealer—a policy 
that promotes quality, 
service and direct selling 
cooperation. 





No. 7605S Cabinet Door Set 
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Tell the RED BRAND Story: 








You’ll get years more service out of 
. because it’s 


this fence, John . . 
“GALVANNEALED”. 





That‘‘GALVANNEALED’’coating 
is a zinc-steel ALLOY, John... 
stands the weather way longer than 
ordinary zinc coatings. 


Sounds O. K. to 
me! I'll try it! 





[co * a « 


TTT 























and there’s another RED BRAND story in 
the Ad next month... 


You'll be seeing it! 


4 Yeah? What’s that? 





It’s a patented heat-treat- 
ing process Keystone uses. 
Puts an extra lot of zinc on 
the wire, and makes it bite 
right into the steel. 





Is that any better? 


... It gets you 
MORE of the 
fence business 


RED BRAND gives you fence with plenty of real 
talking points: ‘‘Galvannealing”’ . . . copper- 
bearing steel made specially for fence... sturdy 
construction . . . full gauge and weight . . . and 
many more. 


Besides that, it’s BETTER KNOWN than other 
kinds, through years of advertising and repu- 
tation. And you can count on Keystone to give 
you an unusual degree of sales support and 
service. 


Write for a compact new presentation of the 
RED BRAND story. There’s no obligation, so 
see what we have. 


KEYSTONE STEEL & WIRE CO. 


DEPARTMENT P PEORIA, ILLINOIS 


Woites 
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“STRAIGHT AS A DIE” 


Mammoth precision dies form Stanley Sliding Door 
Track as straight and true as the dies themselves. That 
is why every piece of Stanley Track is uniform 
permanently free from the ‘“‘warp’’ and distortion that 
causes binding; Stanley Hangers roll smoothly and 
quietly on it 


/ 





If you stock just three sizes of Stanley trolley track and hangers, 
you can handle all sliding doors up to % ton in weight. The “X”’ 
(16 gauge) is suitable for use on doors up to 350; the “Y”’ (14 
gauge), to 700, and ““‘W” (13 gauge) to 1000 pounds. 

Vertical and horizontal adjustments on each hanger compensate 
for any sagging of the building — keep doors non-sticking, yet 
snugly storm-tight. Roller bearing wheels and ball bearing 
swivels give the heaviest doors coasting action — a finger touch 
will roll them. 

Stock these three sizes to meet the demands of every contractor 
for all common sliding doors. Send for catalog 38 which describes 
these and other types. The Stanley Works, New Britain, Conn. 
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Track and Hangers 


DOORS 
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HELLER NUCUT-IS A 


God Jue lo Sle | 


EVERY TIME, ALL THE TIME 


NOWADAYS buyers of files want more for their money than ever 
before. The demand today is for a file that can keep going on 
tough work with never a let-up—a file that will not fall down on 
the job or cause time out—a file that cuts more, cuts fast, cuts clean, 
cuts better. 

HELLER NucutT is Your ANSWER. It is your customer's best bet— 
and best for you too. Best—because the genuine service a NUCUT 
gives strengthens your reputation for good business. It identifies 
you as a distributor of quality products. What 
better way to promote your sales and increase 





eS I SET 


SRST Iie 





your profit? y SELL 
| There is a HELLER NuCUT protective sales - Hp 
; policy for your territory you ought to know oer 4 laa 
about. Just write—and we shall gladly forward | with the 
we "WHITE TANG 
: HELLER BROTHERS COMPANY 
NEWARK, N.J. NEWCOMERSTOWN, OHIO 





HELLER NUCUT ‘WAVY TEETH’ FILES 


PATENT No. 2027039 


SEPTEMBER 22, 1938 





COLOR MAGIC 


nyt aR 









=. 4h aes ae Cf 


n Gal ve Gy 
3 Ye 


SESS soe 
Ve 
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@ Eye-appeal is buy-appeal! These — in each line. Osborn top quality at 


& 


brilliant, color-banded Osborn “Brush- _sales-stimulating prices. Pep up your 


Dusters” have it! There are 5 lines. profits! Ask your Osborn Brush whole- A“ 


TO 
Each line has its own striking color saler. If unknown to you, write... sa 
vo 1 ead dositive 

on raised band... an exclusive Tyg OsgoRN MANUFACTURING COMPANY oe 
, 5401 HAMILTON AVENUE . CLEVELAND, OHIO low cos 

feature. Full range of popular $1Zes Sales Offices: New York e« Detroit + Chicago e« San Francisco. : I Storr 
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THE TREND IN ROOFING IS TO STEEL 


Ben 


GOOD way to boost present and future 
roofing business is to feature Storm- 
feal. For StormSeal gives your customers 
Werything they want in a roofing sheet— 
Sositive protection from bad weather—long 
ife—good looks—easy applicatio 
low cost, too. 

StormSeal has specially designed leak- 
proof features that can boost sales for you. 
Ask your jobber’s salesman—or write us— 
for free samples that will show you these 
features—show you why StormSeal is the 
Slirest weather protection your customers 
Gn buy. And you can use these samples to 


sell StormSeal to your customers, too. Don’t 
forget to ask for them—they’re free. 

U-S-S StormSeal Roofing is growing in 
popularity every day, not only because of 
satisfied users who tell others about it, but 
also because of StormSeal advertising in 
many widely-read publications. This adver- 
tising works for you when you sell StormSeal. 

Also available is the regular line of U-S-S 
Roofing and Siding Sheets — including 
Corrugated, V-Crimped, or Flat—in stand- 
ard Open Hearth or rust-resisting Copper 
Steel. There is a complete line of accessories 
for StormSeal and all regular sheets. 


StormSeal’s twin drain, cross- 
crimps, and end laps are designed 
to stop leaks in the stormiest 
weather. StormSeal sheets lie flat. 
And the wide, flat top seam makes 
nailing easy. 





us-s §JOR 


STOR EAL ROOFING 


PATENT PENDING 
CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
COLUMBIA STEEL COMPANY, San Francisco 
AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 


United States Steel Products Company, New York, Export Distributors 


UNITED SFATES Sibert 
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BUSINESS 


“Running water has a consumer acceptance today far 
in advance of almost anything that you can sell," so said 
a leading authority recently in an address before an im- 
portant trade body. 

We say “It's the magic stream to sales and profits" and 
the Myers line of Water Systems leads the way to this 
ever widening market. Possibilities for profitable Myers in- 
stallations in suburban and country districts, in vacational 
centers, in small towns, villages and cities, are almost un- 
limited. 

The Myers line with its wide style and size range, its 
motor or engine powered units, its high quality and ex- 
cellent performance record, its fine customer acceptance, 
gets the business for Myers dealers everywhere. 

Summer and Fall bring peak installations. Join the ranks 
of Myers dealers now and profit accordingly during the 
months ahead. 


THEF.E.MYERS & BRO.co. 


ASHLAND, OHIO, U.S.A. 
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Are you missing bicycle sales through 
failure to recognize your entire market? 
Are you thinking of bicycle business in 
terms of youngsters only? If so, look 
again at this picture. Father, mother, 
son, daughter—every last one of them 


is your prospect. Sell them. Sell them 





that it’s fun to ride a bike — that a bike 
offers the best all-’round exercise — that 
a bike provides the most economical 
form of transportation. Make every last 
one of them your customer. Then—and 
only then—will you be making every 


last dollar out of the bicycle business. 


CYCLE TRADES OF AMERICA, INC. 


EXECUTIVE OFFICES ° CHANIN BUILDING ° NEW YORK CITY 
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Put these rifles on display... 
they almost SELL THEMSELVES! 


fs WON’T be long now! Big 
game seasonsare only a couple 
of months ahead, and already 
shooters are beginning to think 
about rifles and equipment. 
Put your Remington high 
power rifles out where they can 
see them. Let shooters decide 
for themse]ves whether they pre- 
fer the famous auto-loading 
trophy-getter, the W oodsmaster, 
-30, .32, or .35 Remington cal- 
ibers, the rugged, reliable Model 
30S bolt action Express rifle 
-30'06Governmentor.257 Rem- 
ington-Roberts calibers, or the 


lightning fast slide action Game- 
master .30, .32, or .35 Reming- 
ton calibers. 

Each of these rifles is built for 
accuracy, power and dependa- 
bility from butt-plate to muzzle. 
Each is the kind of rifle that 
makes a man itch to own it. And 
each rifle is its own most elo- 
quent salesman! 

Make sure you have a full 
stock of Remington guns and 
ammunition on hand for the fall 
season. 

Remington Arms Co., Inc., 
Bridgeport, Conn. 


Remington, 


Gamemaster and Woodsmaster are Reg. U. S. Pat. Off. by Remington Arms Co., Inc. 


HARDWARE AGE 





Outstanding, CLOTHES LINE VALUES 


























Whale 


CLOTHES LINE 





ame- 
— As the best value in the low price field, you 
can recommend Whale Clothes Line. Other 
lt 4 clothes lines are cheapened by substituting 
nda- : “roving” instead of yarn and loading the 
zzle. P h oenix eine th clay or een iimlinanas ae 
that SASH CORD add nothing to the strength or durability of 
And As the label implies, Phoenix is genuine, the cord. But Whale is made of honest yarn; 
elo- full weight, firmly braided sash cord. But it the same throughoutsolid braided and 
is widely bought by those who want clothes smoothly finished. Whale, a strong, reliable 
full line of unusual durability and depend- line at an attractive price, can be featured 
oni ability. All-yarn, solid braided construction to make it a sales leader. 
. fall that resists wear makes Phoenix far superior 
to ordinary clothes line. Phoenix is strong, 
hie flexible, smooth and weather resisting, and 
™ it will outwear at least three cheap lines. 
Explain why Phoenix is worth the few cents 
more it costs, and most of your customers 
will recognize that it is the most economical 
clothes line they can buy. 
. We manufacture a variety of clothes lines to meet every requirement for price 
and quality. We invite you to write for samples and our helpful sales aid, "How 


To Sell Clothes Line.” This free booklet explains how to make clothes line sales 
more profitable. 


-Samson Cordage Works 
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BULL D0G—2-braid 

“The kind that lasts longest”’ 
The leading brand of high quality garden hose 
on the market. A strictly superior hose from 
tube to cover. Attractive wide corrugations and 


distinctive rich brown color. Made in two sizes: 
¥e” and %” —in 25- and 50-ft. lengths, 


VIGILANT — 2-braid 


“Built like a cord tire” 
Our largest selling brand of 2-braid garden hose. 
High enough in quality to be considered a strictly 
first grade hose, yet priced low enough to 
command a large volume sale and heavy repeat 
business. Made in three sizes: 2”, 44”, 34” — 
in 25- and 50-ft. lengths, coupled. 


“An excellent hose value” 
Here is a low priced hose of real value. Built to 
supply the demand for a popular priced hose of 
good quality that will give satisfactory service. 
Made in two sizes: ¥%” and 3%” —in 25- and 
50-ft. lengths, coupled. 


TIGER —1-braid 


Here is a special value hose designed for the 
consumer who prefers to make a small initial 
investment but desires a higher grade hose than 
“All-Rubber” or garden hose sold on price basis 
hia only. Chocolate color. Made in 5%” only — in 25 

> BRAID and 50-ft. lengths, coupled. 


oo 


BUILDS MORE VOLUME AND PROFIT FOR YOU 


s a W % garden hose is quality hose, made to give the consumer true economy 
200.88. by lasting longer and giving better service than ordinary hose. You 
get more volume and profit from B.W.H. garden hose because this quality hose 

is COMPETITIVE IN PRICE. 


& B W makes a complete line of gorden hose and fittings. Choose and 

249.81. concentrate on selling ONE good line of garden hose and you involve 

a smaller investment, your stock costs less to carry and you get a faster 

turnover. B.W.H. offers a complete line of quality garden hose to build more 
profit and volume for you. 


e B | does not rest on its reputation for building better hose but also 
«8.81. combines all the vital elements of garden hose merchandising that 

exist today. It offers you the exact grades of hose to meet the demands of your 
trade. From Bull Dog down to Tiger, any grades you select from the B.W.H. 

line assure you of offering to your trade the supreme value in those price classes. 
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-_ BULL DOG - 2-nnaw 
Each 25-ft. and 50-ft. length is now available 
in attractive 2-color individual cartons. The 

_ shipping containers hold five 50-ft. or ten 

ictly 25-ft. lengths. 

to 

peat 

on VIGILANT - 2-nxam 
Also available in handsome 2-color individual 
cartons. Shipping containers hold five 50-ft. 
or ten 25-ft. lengths. 

3 of 

ge Oo 

a UIXER - 1-praw 
The new Vixen package printed in two colors 
makes a splendid display for the retail store. 

the Shipping containers carry five 50-ft. or ten 

— 25-ft. lengths. 

“1 

asis 

25 B.W.H. Offers Three Standard 






Grades in Two Styles of Packaging 


Now — for 1938 — you can have Bull Dog, Vigilant and 
Vixen hose either paper-wrapped and paper-baled, or 
packed in individual display cartons and corrugated 
shipping containers at no extra cost. Each individual 
carton has four windows as shown above thru which the 
customer may see the hose he chooses to buy. B. W. H. 
Garden Hose in either style of packaging is now in stock 
and ready for prompt shipment. 

















B. W. H. Garden Hose is modern 


in style, quality and appearance. 










BULL DOG —2-braid VIGILANT— 2-braid VIXEN —I1-braid TIGER —I1-braid 

The paper-wrapped bales contain Shipped in paper-wrapped bales The paper-wrapped bales, labeled Shipped in paper-wrapped bales 

five 25-ft. lengths or five 50-ft. holding five 25-ft. lengths or five for identification, contain either containing five 25-ft. or five 
lengths. 50-ft. lengths. five 25-ft. or five 50-ft. lengths. 50-ft. lengths. 
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GET IN ON THE BIG Big game hunters are big spend- 


ers! They’re constantly in the 


GAME AMMUNITION market for’ ammunition, rifles, 


and every other kind of hunting 


PROFITS 1 equipment . . . so why not make 


a drive this fall for the profitable 
big game ammunition business? 


advertising program! 


.35 Rem., 210 Grain. 
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PETERS “BELTED” BULLETS BRING EM IN! 
Peters ‘“‘Big Game Smasher’”’ will at- 
tract your customers because it de- 
livers what big game hunterswant... 
a single, well-placed shot that downs 
a trophy for keeps. Peters “Belted” 
Bullet provides the speed and accu- 
racy of a.30 with the wallop of a.45. 


NOW—A COMPLETE RANGE OF SIZES! 


Today, Peters offers a wide range of sizes to fit the most popu- 
lar big game rifles in common use. Stock up now on Peters 
“Belted” Bullets . . . cash in on the popularity of these famous 
cartridges . . . and get the full value of Peters spectacular 


PETERS “BELTED” BULLETS ARE AVAILABLE IN THESE SIZES— 


.30/30 W.C.F., 180 Grain; .30 Rem., 180 Grain; .30/40 Krag, 180 
and 225 Grain; .30’06 Springfield, 180 and 225 Grain; .300 Magnum, 
225 Grain; .300 Savage, 200 Grain; .303 Savage, 180 Grain; .32 
Win. Special, 180 Grain; .32 Rem., 180 Grain; .348 Win., 210 Grain; 


PETERS CARTRIDGE DIVISION, Remington Arms Co., inc., Bridgeport, Conn. 
MEMBER AMERICAN WILDLIFE INSTITUTE, “FOR A MORE ABUNDANT GAME SUPPLY" 


** Belted’’ Bullet is a tradenmfark of the Peters Cartridge Diviaion 
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... MEANS BETTER SERVICE 


KENT, OHIO, 


OPERATES 


OU do not put all your eggs in one basket when you buy 

from LAMSON & SESSIONS through your jobber—for your 
jobber knows from experience that the five LAMSON plants 
will be able to provide replacement stocks of bolt and nut 
products as fast as he can sell them to the trade. Besides 
manufacturing the most complete line of bolt and nut products 
in America, LAMSON & SESSIONS goes the limit in co-operating 
with your jobber in maintaining properly balanced stocks, 
so that you always get new, clean packaged products 


BOLTS NUTS 


LAMSON & 


COTTER S 


on [gmson 


FIVE PLANTS 


which you can turn over quickly. Jobbers rely on LAMSON 
men to keep them informed on the current "stock list’’ of 
fastest moving sizes. You can get every fastening you need 
in the attractively modern trade-marked LAMSON cartons 
and packages from your jobber—in one shipment, on one 
bill of lading, at one time. Fill in your stocks of bolt and 
nut products from the complete LAMSON line. THE LAMSON & 
SESSIONS CO., General Offices, Cleveland, Ohio. Five Plants 
at Cleveland and Kent, Ohio; Chicago and Birmingham. 


C A P S CREW S 





SESSIONS 


=» THIS RULE 
“ FREE- 


WITH EACH ONE OF THESE 
MASTER RULES PURCHASED 


























Chosen because they’re ti 


“Top” sellers... 


by dealers who have profited by the 
unmatched value and demand of 
these new rules made by Master. 


No. 306 Master Inside-Measure Tape 
Rule—UNBREAKABLE ZINC DIE CAST 
CASE. Extra wide blade tip for better 


measuring. Strongest and lowest priced 
inside-measure tape rule. $1.00 ea. With 
precision lock $1.25 ea. 


No. 206 Monitor—Chromium Case— 
small, beautiful, streamlined tape rule. 
Quality absolutely unequalled. . 80c ea. 


No. 176 Metal End Rule combines the 
lightness of wood with tough aluminum 


ends that double the life of the rule. 
Seven other models priced 45¢ to 90c 
each. 


No. 66 Blue Tip—Low priced quality 
folding rule. Waterproof, crackproof fin- 


ish. Figures wi!l never wear off.. 30c ea. Metal-End 
No. 306 No. 176 No. 66 


MASTER RULE MFG. CO. Inc. 


815 E. 136th ST, NEW YORK, N. Y. 


%& NOTE —Up to and including October 31st this attractive No. 63P Blue Tip 
will be given free, rule for a rule, on all orders for the above - 
rules. One dozen limit of the No. 66 allowed on each order. 


ORDER NOW FROM YOUR JOBBER i 
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UNIVERSAL 
ELECTRIC 
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ALL WHITE 


Every model styled for the modern age, 





graceful lines, attractive'y finished, 
new features and unmatched values. 
UNIVERSAL'’S progressive national 
advertising plus generous dealer dis- 








counts assures you substantial profits. 


Write us or your jobber 
for complete information 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT 
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Informal Editorial Comments 





HARDWARE WEEK :— 


Last month the secretaries of 
the various state retail hardware 
associations (comprising the Na- 
tional Retail Hardware Associa- 
tion) met to discuss, among other 
plans and problems, the program 
for the second observation of Na- 
tional Hardware Week. From this 
meeting comes the announcement 
that the dates will be May 6 to 13. 
1939. Further details are promised 
at an early date. 


CHAIN STORE BILL:— 


Congressman Patman’s_ prom- 
ised anti-chain store bill will meet 
another and newly formed op- 
ponent in the American Manufac- 
turers Institute. This new body is 
composed of 
chief distribution is through chain 
store channels and in .the early 
publicity data available appears to 
be a group ef notions and novelty 


producers whose 


manufacturers, none or few of 
whom, to my 
through the wholesale-retail hard- 
ware trade. The new _ Institute 
promises to be very articulate and 
will direct its propaganda toward 
members of Congress and to the 
public in the hope that voters may 
come to the rescue of the chain 
store system by demanding that 
their representatives at Washing- 
ton defeat Mr. Patman’s proposed 
bill. At present the claims of this 
new group are: that chain store 
growth has not decreased the num- 
ber of independent stores; that 
chain store buyers are not chisel- 
ers and that it is 
practice to hire local people and 
to contribute to local community 
development. The chains them- 
selves are powerful politically and 
may be counted upon to assemble 
a huge “war chest” to fight against 
the Patman bill. To date Mr. 
Patman has an estimated 75 
pledged votes in Congress which 


knowledge, _ sell 


chain store 
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Hard- 


sounds like a gvod start. 
ware dealers, at many conventions 
during 1938, have declared them- 
selves in favor of this proposed 
legislation. If the bill is to be 
passed and become a law there 
must be yeoman service rendered, 
not alone through the organized 
efforts of association work but also 
by means of individual activity- 

largely a case of persuading your 
Senators and Representatives that 
supported. 
months in 


you want this bill 
There are three full 
which to do this by letter, wire or 
better yet by personal visits to your 
Congressmen. Encourage other in- 
dependent merchants who agree 
to take the same steps. The oppo- 
sition will fight against the bill, 
and if a victory is to be gained, a 
steady and aggressive effort must 
And it must be started 
immediately. 


be made. 


INSTALLMENT SALES:— 


To build any major appliance 
business or the sale of any mer- 
chandise carrying a fairly high 
unit price, installment selling is a 
fundamental requirement. The 
American public has been taught 
to buy “on time” or “out of in- 
come” and the idea has become 
increasingly popular. Department 
stores and utility interests have led 

















by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


the way pushing time paymentsales 
and have forced competing retail- 
ers to follow the same procedure. 
Unfortunately, there has been a 
growing competition in terms of 
payment, amount of down pay- 
ment and rate of interest charged 
on the unpaid balances. And again, 
in a wide measure, department 
stores have led the way. Recently. 
the credit management division of 
the National Retail Dry 
Association, in exploring install- 


Goods 


ment selling costs and methods. 
has found that income from carry- 
ing charges provides less than one 
third of the costs of handling such 
sales and accounts. This is a seri- 
ous situation and obviously should 
not be permitted to continue. The 
study was inspired by a recent 
trend towards lowering carrying 
charges as a phase of competitive 
strategy. Another important find- 
ing is that sales records show that 
lowered carrying charges have not 
substantially increased sales vol- 
ume as competitors quickly meet 
the same terms or adjust their 
offers along similar lines. Judg- 
ing from the details of this report. 
department stores will be urged to 
analyze carefully their operating 
costs in connection with deferred 
payment accounts and to make 
sure that carrying charges are 
adequate to at least cover the cost 
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UGGED strength—velvet smooth action—posi- 
tive, silent closing with dependable checking— 
finer materials and precision workmanship to insure 
flawless operation. That’s the revolutionary new 
Lockwood Ball Bearing Super Closer—an improved 
rack-and-pinion closer—the only surface type closer 
with ball bearings. Its unusually heavy spring and al- 
most frictionless action transmit greater power to the 
door. The new Lockwood splash chamber removes 
all possibility of leakage. The closer is easy to install, 
and adjustments séay constant. 

This new Lockwood Ball Bearing Super Closer 
has the three things door closer buyers want. Lets 
doors open easier—closes them with greater depend- 
ability—costs less for up-keep. Don’t compete with 
this new, better closer. Sell it! 
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of handling them. From a_busi- 
ness standpoint the dealer extend- 
ing time payments should really 
enjoy some return on his invest- 
ment in what practically repre- 
sents a cash loan to the customer. 
For the present, however, that 
may be too idealistic. Certainly 
carrying charges should support 
the cost of handling such accounts. 
It will pay hardware dealers han- 
dling time payment sales to ex- 
plore their costs data and to regu- 
late their practices, terms, etc., as 
needed. If department stores gen- 
erally raise their carrying charges, 
the hardware trade can do the 
same and should do so at once. 


CO-OPS :— 

The National Association of Re- 
tail Grocers, meeting in Cincinnati, 
Ohio, last June passed a very prac- 
tical resolution on the subject of 
“Co-ops.” This reads as follows: 

“Be 1T RESOLVED, that while 
we recognize the right of con- 
sumers to buy through coopera- 
tive associations and of such as- 
sociations to enjoy the same 
privileges, immunities and rights 
as enterprises conducted for 
profit, we declare it to be our 
conviction that when the Gov- 
ernment gives preferences in 
taxation, in the rental of public 
property, in propaganda favor- 
ing any form of distribution, or 
in aid extended in the organiza- 
tion of Consumers’ Coopera- 
tives, it is guilty of an act of dis- 
crimination which distorts the 
yardstick of comparative ef- 
ficiency and tends to destroy in- 
dividual enterprise from which 
the Government itself derives its 
chief support.” 


This resolution goes right to the 
heart of the co-op problem and 
sets forth formally, the views often 
expressed informally on the sub- 
ject in these pages. It also rep- 
resents what I understand to be 
the attitude and views of the or- 
ganized hardware associations. No 
one can intelligently question the 
right of consumers to organize but 
if they organize to retail, whole- 
sale or manufacture (or all three) 
they should be subjected to the 
same taxation and should not en- 
joy any public aid not available to 
those who pursue such activities 
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for a profit and thereby furnish 
the tax monies with which any 
such Government aid must be 
financed. 


LEGISLATIVE WORK:-— 


Increasingly, the various state 
and local retail hardware associa- 
tions are taking a more active 
part in legislative developments 
and are doing a good job of it. 
Not content to merely advise their 
members of proposed measures, 
most of these groups are advising 
support or opposition to proposed 
laws and are urging dealers to 
take an active part in telling their 
elected representatives just how 
hardware men feel about pending 
legislation. This is a most worthy 
activity and merits heartfelt sup- 
port of a truly active nature. In 
the past, too much legislation has 
gone on our statute books prac- 
tically unnoticed until impositions 
contained in such laws began to 
irk somebody and then the injured 
party was “all for action.” The 
time to fight for or against such 
measures is before they are up for 
a vote in the legislative halls. The 
association secretary cannot do all 
the work required and should 
have support from members, 
realizing that the force of numbers 
is always a telling factor among 
politicians and their actions. 


PUBLIC OFFICE :— 


Too many of our legislative 
bodies are comprised of profes- 
sional politicians and lawyers. As 
a result too many of our laws are 
complicated and are not based on 
an intimate understanding of busi- 
ness requirements. We need more 
business men, and preferably more 
independent retailers, serving in 
Congress, in state legislatures and 
on local public boards. Hardware 
men, with a handful of notable ex- 
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ceptions, seem to shun public office 
as do most other business men. 
Professional, election - time spell- 
binders talk glibly of giving the 
public “a business man’s adminis- 
tration” but we seldom have one. 
And we won't have one, locally, in 
the states, or in Washington until 
more substantial citizens, from the 
ranks of successful business, de- 
cide to stand for election and serve 
in our various law-making bodies. 
Then we can truly expect at least 
a partial “business man’s adminis- 
tration.” Wherever business lead- 
ers have taken on the duties of 
mayor or governor, or have been 
prominent in councils or legisla- 
tures there have been results bene- 
ficial to business. And as one 
slogan maker said “What helps 
business helps you.” Election time 
is close at hand and there is still 
ample time for hardware men to 
enter the political arena or at least 
see that other useful and com- 
petent men do so. 


25 CENT LIMIT :— 

Current newspaper reports state 
that the Kress chain stores will 
soon adopt a “25 cent limit” for 
all goods handled. This is in com- 
plete reverse of chain store pro- 
cedure in recent years. The Wool- 
worth stores abandoned its “five 
and ten cent” limit as have its out- 
standing competitors. The trend 
among chains has definitely been 
toward higher priced goods up to 
one dollar per unit. The “per 
unit” plan enables such stores to 
have practically an unlimited price 
range as an item sold elsewhere 
complete at a set price could be 
broken into component parts sold 
for “one dollar each.” When the 
chains “upped” fheir price struc- 
tures their potency as competitors 
was greatly increased as the higher 
price range provided a greatly in- 
creased range of goods and in 
hardware lines permitted a better 
relative quality than had _previ- 
ously been featured. If the Kress 
move is the forerunner of chains 
going back to lower price limits 
there would be less. important 
hardware business lost to this 
channel. From all that I can learn 
on the subject, it is my idea that 
this is a “lone wolf” activity and 
not a trend that can be considered 
important. 








r JHIS, the opening chapter of 
our Advanced Course, 
marks a sharp division in 

our subject matter. In both the 

Elementary and Intermediate 

Courses we considered only resi- 

dential hardware. 

The first sharp division from 
hardware for various types of pub- 
lic buildings from that for resi- 
dences which we shall consider is 
that of hardware for metal doors. 
While it is true that a few metal 
doors, mostly kalamein, are used 
on some residences, you will find 
an ever-increasing use of all types 
of metal doors on all types of pub- 
lic buildings. 

Fireproof buildings necessarily 
must use metal doors and windows 
to make them fireproof, and this 
changes materially the builders’ 
hardware man’s problem. 

Doors made of wood and covered 
with metal are called “kalamein 
doors.” The metal cover usually is 
steel but is not necessarily so. It 
might, for example, be metal cov- 
ered with bronze metal. 

Let’s first consider the kalamein 
door. If hardware is to be installed 
on these doors and screwed on, 
the hardware would be furnished 
with wood screws because the 
screws go right through the metal 
cover into the wood. However, the 
wood core is generally soft wood 
and where these doors and hard- 
ware get constant use screws prove 
unsatisfactory usually because 
they come loose in the soft wood 
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Chapter 34— Advanced Course 


Metal Doors 


core. Therefore, it has became 
good practice to furnish the hard- 
ware for these types of doors with 
sex bolts, as Fig. 1. Half or full 
surface butts such as will be de- 
scribed in our next chapter are 
being more and more specified in 
place of the full mortise butt on 
kalamein doors. 

Kalamein doors also frequently 
have the door closers and even 
escutcheon plates of the lock set 
applied with sex bolts. Then comes 
the hollow metal door. This door 
differs from the kalamein door in 
that it has no wood core. It is as 
the name implies, hollow center, 
the stiles and panels being of sheet 
metal. These doors are reinforced 
where the hardware is applied to 
strengthen the doors for the more 


Fig. 1— 
Sex bolt. 





severe strain and use at these 
places. Hollow metal door hard- 
ware, unlike wood or kalamein 
doors, is furnished with machine 
screws to use in applying the 
hardware. Never overlook this 
important point. 

There are other types of metal 
doors such as sheet metal doors, 
but these types are usually fur- 
nished complete with hardware by 
the manufacturer of the doors. 

So for this study we will con- 
sider only the kalamein and hol- 


low metal. It matters little 
whether they be of steel, bronze, 
or aluminum, the hardware prac- 
tices are the same. 

We cannot stop with the doors, 
however, we must also consider 
the door frames. These frames may 
be kalamein or hollow metal as are 
the doors, or they may be channel 
steel frames or even cast iron. In 
all these cases, except kalamein, 
the hardware attached to the 
frames must be furnished with 
machine screws, not wood. 

In later years the use of hollow 
metal frames, even where wood 
doors are used, has _ increased 
greatly. In such cases the build- 
ers’ hardware man must be espe- 
cially careful. All hardware at- 
tached to the frames must be 
furnished with machine screws, 
whereas the hardware applied to 
the wood door must be furnished 
with wood screws. 

For example, the butts would 
be furnished one-half wood screws, 
one-half machine screws. The lock 
set would have machine screws for 
the lock strike, but wood screws 
for the rest of the lock set. Watch 
your step on this item! 

That, however, is not all that 
you must watch out for. Hard- 
ware for all types of metal doors 
should be to template. 

Hardware to template means 
that a pattern called template with 
exact measurements is furnished. 
Every screw hole is at the exact 


(Continued on page 50) 
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Detail drawing showing kalamein, hollow metal and tubular steel doors and frames. 
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A Better Store’ __ 
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John Sagan of Oyster Bay, N. Y., 
believed that the right kind 
of a store and the proper type 
of service and selling would 


NDPLORBPS 


Ss 


bring results. His experiences 


> 


amply justified his beliefs and ‘ 
his thoroughly modern store 
is keeping the trade in town. 


The exterior of 
Sagan’s hardware 
store at night. 





ome town within commut- the old reliable “middle-class” liams Co., who told him of a 


ing distance of a large city spenders who could be sold local- model paint store operated by this 
faces strong retail compe- ly on the right basis by a thor- paint company in Yonkers, N. Y. 
tition from that metropolitan cen- oughly modern store. This retail laboratory had conduct- 
ter’s large stores with their wide- In his search for ideas, Mr. ed experiments in new selling 
spread advertising. Oyster Bay, Sagan talked with a store planning ideas, display arrangements, etc., 
L. I.. is just one hour, by train. representative of Sherwin-Wil- the results of which could be 


from Pennsylvania Station, New 
York City, and its merchants are 
very conscious of this problem. Be- 
lieving that the right kind of a 
hardware store could keep more of 
the hardware business in Oyster 
Bay, John Sagan decided that he 
would enter the retail hardware 
ranks with the right kind of a 
store. This he did five months ago, 
after disposing of his liquor store. 

From the start Mr. Sagan was 
determined to have a store that 
would compare favorably with the 
modern establishments in the city; 
a store that would be as smart as 
they are in presenting displays 
and in arranging their stocks. He 
knew that among Oyster Bay’s 
6000 population there were folks 
of low income, wealthy owners of 





A view of the Sagan paint department. Mounted in the illuminated column; 
large estates and a full quota of at the left are’ glass negatives showing color schemes for various homes. 
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passed on to thousands of other 
retailers, such as John Sagan. 

Mr. Sagan purchased the site 
of an existing hardware store from 
a man who had quit that business. 
He immediately engaged the ser- 
vices of a good local carpenter and 
also a cabinetmaker. He took these 
two artisans, in company with the 
paint salesman, to the Yonkers 
model paint store, made a first- 
hand study of that store’s arrange- 
ments, display, lighting, etc., and 
returned to Oyster Bay prepared 
to establish a real modern hard- 
ware store. This he now has and 
the sales results have justified his 
original idea that the right kind of 
a store would help keep “in town” 
more of the town’s hardware 
business. 

Returning with many rough 
sketches of modern trim, display 
cabinets and fixtures, Mr. Sagan 
decided to start on the old prem- 
ises from scratch. Everything was 
stripped from the old interior; 
walls and floors were renewed and 
the ceiling rebuilt with a modern, 
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A section of the store showing the pedestal displays and wall 
arrangement. There’s plenty of light here both day and night. 


rounded, oblong recess. An old 
banistered incline to a lower level 
in the rear half of the store was 
converted into a streamlined in- 
cline, having solid panels and 
curved sills. What was once an 
old bowling alley in the back of 
the original store was divided into 
two departments—one for all gen- 
eral household items and the other 
for major appliances. The latter 
are displayed on an elevated plaf- 
form. 

Old shelves and wall cabinets in 
the front part of the store have 
given way to counter-high shelves 
and wall counters entirely. Above 
these, on one wall, are glass panel- 
led displays of precision tools and 
standard hardware. The opposite 
wall has wing panel displays of 
paint colors and combinations, 
and the counter-level shelving on 
this side is filled with paint and 
paint supplies. 


Illuminated columns divide the 
wall panels. In each of these col- 
umns are mounted three glass 
negatives, in color, showing both 
inside and outside color schemes 
for different types of homes; some 
of them well-known model homes 
in which the color schemes adopt- 
ed by professional decorators were 
obtained with the brand of paint 
handled by the Sagan store. Mr. 
Sagan calls this “selling color” 
not merely paint, urging the pur- 
chase of good paint for lasting 
beauty and protection. The suc- 
cess and growth of Sagan’s paint 
business indicate the soundness 
of his formula, which he now ex- 
tends to other items. Pleasure. 
service and economy are sales fac- 
tors that move the product itself. 

In this hardware store. the old 
tables have been displaced by 
pedestal displays that have space 
in the lower portions for addi- 
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Another view of the paint department. Aisles are wide 
and all merchandise is within easy reaching distance. 


tional merchandise. Near the front 
entrance are two glass displays 
equipped with flood lamps—real 
attention - getters that attract the 
customer to miscellaneous items 
he may not have originally in- 
tended to purchase. Throughout 
the store, items that suggest addi- 


A Letter to the Editor 


Cooperation Appreciated | 


CINCINNATI, On10: At the mid- 
summer meeting of Executive 
Board of Contracting Painters and 
Decorators of America, held July 
23 to 26, 1938, I was instructed to 
write your company and express 
our sincere appreciation of the 
wonderful cooperation we have re- 
ceived from you this past year. 

Last year the former chairman 
of the Trade Relations Committee 
informed you of our change in 
name and asked for your support 
in helping us elevate our business 
by keeping the contracting painter 
out of “overalls” and “painter's 
cap” in your advertising display. 
We also feel that the cost of paint 
per square foot or the cost per job 
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tional purchases are given pro- 
minence in center floor displays. 
Many additional sales are made 
this way. 

Lighting fixtures that extend 
from center front to center rear of 
the ceiling give a decorative effect 
in keeping with the modern design 


should not appear in advertise- 
ments to the public as it is 
very misleading and causes much 
trouble. 

Today with “paint styling” en- 
dorsed by the entire industry we 
believe that the manufacturers 
have a wonderful opportunity to 
display the results of their mate- 
rials as a finished product, instead 
of showing its application or ad- 
vertising its cost in detail. 

Recommending the employment 
of a reliable painting and decorat- 
ing contractor in your advertising 
is beginning to bear fruit. This is 
very gratifying, and will, no 
doubt. produce mutual benefits. 

The response and results we 


of the store, besides providing 
abundant light. A good _back- 
ground for merchandise displays 
and wing panel color displays is 
provided by the neutral light egg- 
shell base color accented by darker 
tones. 

The office occupies a_ space 
against the left wall, about mid- 
way, giving a good view of the 
sales floor. Opposite this, and at 
the head of the incline to the lower 
level is a recess where a battery of 
new-type pumps for kerosene, 
turps, and other liquids is placed. 
These pumps are connected to 
tanks in the basement, thus elimi- 
nating the muss frequently asso- 
ciated with the handling of oils, 
thinners, etc. 

The entire remodelling job cost 
Mr. Sagan $4,800, a figure con- 
sidered formidable enough for a 
town of 5000 to 6000 population, 
but he feels that the investment is 
worth it. Everything possible is 


being done to make the residents 
of Oyster Bay “home town con- 
scious” and the attractive new 
modern hardware store is part of 
the process. 





have received so far have been be- 
vond expectation and your firm 
deserves much credit for this suc- 
cess, 

Again, accept our thanks for 
your commendable cooperation 
and again, may we ask your whole 
hearted support of this program 
in the future. 

H. C. Hoerer, 

Chairman Trade Relations 
Committee, 

Painting and Decorating 
Contractors of America. 
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This Fire Prevention 
Week display was used 
several years ago by 
the Chicago Retail 
Hardware Association 
model store in the 
Chicago Merchandise 
Mart. It illustrates 
what can be done in 
the way of displays 
during this period. 


Fire Prevention Week 
Means Profits for You! 


HROUGH the ages fire has 

; been both a useful servant 
and a fearful foe. For the 

past 27 years Fire Prevention 
Week has been widely publicized 
as a time to check up on homes, 
business places and public build- 
ings for fire hazards. A tie-in 
with Fire Prevention Week—Oct. 





Rubbish heaps of this type often 
result in fires. Avoid similar 
heaps in storerooms or basements. 
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October 9 to 14 has been set aside 


as a time to check on fire hazards. 


Cooperation should mean more sales 


9-14—can be of inestimable value 
to your entire community. This 
annual campaign is sponsored by 
the National Board of Fire Under- 
writers and the National Fire Pro- 
tection Association with the co- 
operation of insurance companies, 
safety councils, schools, fire-fight- 
ing equipment manufacturers and 
local and national associations of 
all kinds. 

During Fire Prevention Week 
the hardware store has particu- 
larly good reasons for displaying 
fire extinguishers of both chemi- 
cal and liquid types, fireproof 
waste containers, weatherstrip- 
ping, modern gas, electrical, oil 
and coal appliances, flashlights. 
garden hose, electric lamps and 
any number of other modern and 


safe appliances and equipment. 
The two very best ways you can 
call attention to fire prevention 
and fire fighting dre with a well- 
planned window display and with 
advertising emphasizing the dan- 
gers and results of fires. 

Ask the average person what is 
the greatest cause of fire and he is 
apt to say “children playing with 
matches.” Yet there are dozens 
of ways in which adults, through 
ignorance or carelessness, start 
fires. Spontaneous combustion, 
faulty wiring, improper care and 
handling of heating and cooking 
appliances are some of the most 
frequent causes. Because you will 
need to scare people into thinking 
of fire prevention a brief summary 

(Continued on page 102) 
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The old layout 
had wide aisles. 
but cross-store 
traffic was im- 
peded by the use 
of long displays. 
Merchandise was 
easy to reach, but 
very few displays 
were built up. 


Only Fast-Moving Lines 


Profit-producers are the only type 
of merchandise stocked by Gilbert 
J. Miller Hardware Co., Mt. Oliver, Pa. 
Remodeling aids display and traffic 


ONSTANT newspaper ad- 
vertising and eye -com- 
pelling store and window 


displays attract attention, and 
plenty of it, to the store of the 
Gilbert J. Miller Hardware Co.., 
Mt. Oliver, Pa. In the final analy- 
sis, however, the firm’s sales poli- 
cies are the factors that increase 
the profits for this neighborhood 
store. Paul Miller, who manages 
the business, believes in limiting 
the establishment’s inventory to 
quick turnover lines that pay 
profits. When competitors, either 
chains or independents, make 
“footballs” of an item he quickly 
disposes of his stock in that line 
and seeks other merchandise, 
preferably quality merchandise, 
that will pay profits. 
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Established moré than 43 years 
ago, the firm has witnessed many 
changes in the demand for hard- 
ware and allied lines and has seen 
various type of display practices 
come and go. Recently the entire 
store was rearranged in order to 
provide better traffic circulation 
and more ample display space. A 
wall on one side of the store was 
torn down to make the display 
room 5 ft. wider. At the same 
time, a small room in the back 
of the store, which created a jog 
in the wall, was torn out, making 
the remodelled store 95 ft. long 
and 30 ft. wide. 

The arrangement of tables and 
stock has also been changed. The 
room is now rectangular in shape. 
with display tables placed cross- 





wise instead of running parallel to 
the side walls, permitting and en- 
couraging freer circulation 
throughout the store. Paint, which 
formerly occupied a large section 
of one of the side walls, is now 
consolidated in a smaller but more 
attractively arranged display in 
the rear of the store. As the wrap- 
ping counter is near the paint de- 
partment, many customers follow 
the person who waits on them to 
the back of the store to get their 
packages, thus getting a good view 
of that attractive display. Even 
those customers who do not fol- 
low the salesman to the rear of 
the store can plainly see the paint 
department because it is excep- 
tionally well lighted and is finished 
in brilliant colors. 

Mr. Miller and Al. Richter built 
the unusually arranged paint dis- 
play. The shelving is finished in 
white and green with red letter- 
ing indicating the types of 
painter’s needs offered by that 
department. At the top of the 
shelving is a partition simulating 
the upper portion of a house. The 
“house” was built of wall board, 
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The new layout 
employs display 
tables in cross- 
store position and 
makes use of more 
built-up displays. 
This makes for 
freer circulation 
throughout the 
entire store area. 
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painted and constructed to look 
like clapboard and topped off with 
real roofing. “Windows” of lat- 
tice style with attractive green 
shutters add to the effectiveness 
of the display. In the center, just 
over the doorway, is a niche in 
which items such as bicycles are 
sometimes displayed, in a flood of 
light. At other times, paint manu- 
facturer’s display material is 
placed in the niche. 

The “house” also serves to con- 
ceal the office and a stock of heavy 
lines and surplus merchandise. 
The wrapping counter serves a 
double purpose, being used also 
to display a wide variety of paint 
brushes. Since the paint brushes 
have been displayed right next 
to the paint display the store has 
succeeded in selling at least one 
brush every time a can of paint 
was sold. Other related lines are 
usually sold at the same time. As 
in other departments, the paint 
inventory is confined, as far as 
is practical, to fast movers. 

An electric refrigerator, an elec- 
tric ironer, at least two ranges, a 
washing machine and a_ wide 
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The new paint display makes a decided bid for business in related lines. 
The house-like effect conceals the office and a stock of surplus items. 


variety of table and other small 
electrical appliances are always 
on display. Sales on appliances 
are made on deferred payment 
plans, refrigerator sales being 
financed through the manufac- 
turer. When a washing machine is 
sold on a time-payment plan, the 


down payment is at least $10.00 
and the balance of the payments 
adjusted in accordance with the 
customer’s credit rating and abil- 
ity to pay. On the small appli- 
ances, time payment sales are so 
arranged that the store’s cost is 
(Continued on page 100) 








The exterior of the Barris Hardware Co.—there’s plenty of light and space here. 
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The Personal Angle Aids | 
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HE story of a man who 
Neighborly approach, absence of high- backed into the hardware 
pressure methods and demonstrations 
in model kitchen build business for 
the Barris Hardware Co., Los Angeles 


business and succeeded in Pi 
developing an exceedingly attrac- 
tive store and a profitable neigh- 
borhood business was related re- : 
cently to HARDWARE AGE by Dean ‘ 
K. Barris of the Barris Hardware F 
Ese HiTeR le)! Co., Los Angeles, Cal. This firm ; 
a a al has been decidedly successful in 
all branches of the hardware busi- 
ness and particularly so in the 
field of major appliances which it 
sells by means of a_ personal, 


Bs Sil 


neighborly approach. 

During the 13 years in which 
he has been in the hardware busi- 
ness, Mr. Barris has witnessed an 
almost complete change in the type 
of people who enter his store. And 
he has changed his store’s appear- 
ance, his method of doing busi- 
ness and his merchandise to con- 
form to this change. Formerly, 





A closeup of the modern electric kitchen—the home of demonstrations. fully two-thirds of his customers 
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were men. Now more than two- 
thirds of them are women. Women 
are buying more small hardware 
items, and they are purchasing 
many more larger articles. 

During this period of transi- 
tion the business has grown until 
today it occupies a large three- 
room store and utilizes an adjoin- 
ing two-story building for ware- 
house and shop purposes. 

When Mr. Barris started in busi- 
ness he regarded himself as an 
electrical man. He decided, how- 
ever, to carry a line of hardware, 
and this was added after the local 
hardware association secretary 
had advised him on the stock he 
should carry and suggested the 
name of a good hardware man to 
operate that part of the business. 

In Los Angeles, a dealer is prac- 
tically forced to go either all-gas 
or all-electrical. As the gas com- 


concentrated on the local 


pany 
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Here’s the interior with major appliances in the rear just behind the arch. 


Sales of M 


plumbers and as Mr. Barris had 
a good sound knowledge of elec- 
tricity, the store concentrated on 
electrical goods. 

Radios were added first, then 
with the development of the many 
appliances for the homes came the 
idea of specializing in this type of 
merchandise. One entire room is 
given over to radios and electrical 
household appliances. 

The most unusual feature of this 
room, set aside for major appli- 
ances, is the modern electric 
kitchen, complete in all details and 
in full working order, even to run- 
ning water. While this kitchen 
cost quite a bit of money to in- 
stall, it has proven to be the most 
profitable money, the store has ever 
spent. 

The outstanding way in which 
Mr. Barris capitalizes on _ this 
kitchen should give other hard- 
ware dealers a good idea as to 






ajor Appliances 


how to get the best results. Kitch- 
ens are not made to be admired 
alone; they are primarily made to 
be of Service. This Barris model 
kitchen is constantly put to good 
practical use. 

Regular cooking demonstrations 
are held frequently for a selected 
small group of interested house- 
wives. A complete meal is pre- 
pared through the means of the 
electrical appliances, then, when 
all is completed and the food 
tasted, the dishes. are washed by 
electricity. Small group demon- 
strations frequently held here 
have been found much more effec- 
tive than large meetings held in 
a hall or some other place outside 
the store. 

Demonstrations of this nature 
are on a very intimate basis, and 
the prospects ask many questions 
that can be answered in detail by 


(Continued on page 94) 
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National Washer and Ironer 


“For Family Washing There's No Place Like Home” 
is theme slogan of industry-wide campaign and 
promotion in which hardware dealers can partici- 


pate at a profit. 


NDER the able sponsor- 
ship of th American 
Washer and Ironer Manu- 


facturers’ Association, an out- 
standing selling and advertising 
campaign is now under way. It 
will help hardware merchants and 
other major appliance distributors 
increase their sales on labor-saving 
home laundry equipment. Stress- 
ing as its theme slogan “For 


Free display helps available. 


Family Washing There’s No Place 
Like Home,” National Washer and 
Ironer Week will be observed Oc- 
tober 23 to 29, 1938. A_ wide 
range of publicity is planned by 
the association and the manufac- 
turers who comprise its member- 
ship. The radio, newspaper pub- 
licity and special articles in lead- 
ing consumers’ magazines read by 
millions of women will help focus 


public thinking on the economies, 
conveniences and sanitary advan- 
tages of using modern, labor- 
saving, laundry equipment in the 
home. The public utilities and 
various electrical leagues are put- 
ting their shoulders to the wheel 
to help make this promotion a 
genuine selling success. 

To provide some uniformity in 
dealer display efforts special dis- 
play posters, window streamers 
and mail stickers have been de- 
signed. These helps, pictured on 
these pages, are available to hard- 


FREE DISPLAY HELPS: These two display posters and 
the window streamer at the foot of the opposite page 
are available, without charge, to hardware dealers 
who plan to participate in the profitable sales oppor- 
tunities of the National Washer and Ironer Week pro- 





motion campaign 





These posters measure 16%, in. by 2134 in. and the 
streamer measures 11% in. by 44!/2 in., printed in 
black, red and green. You can obtain these three 
display helps from the American Washer and Ironer 
Manufacturers’ Association, Railway Exchange Build- 
ing, Chicago, Ill., or from any individual manufac- 
turer who is a member of this group. Send for your 
display helps NOW! 
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ware dealers without cost and may 
be obtained by writing Joseph I, 
Bohnen, secretary-treasurer, The 
American Washer and _Ironer 
Manufacturers’ Association, Rail- 
way Exchange Building, Chicago, 
Ill., or by request directed to any 
individual member-manufacturer. 


A Great Opportunity 


This is a great merchandising 
opportunity for hardware dealers 
who participate by installing elec- 
tric washer and ironer displays in 
their windows and store interiors, 
using the free display helps avail- 
able and who also do a concen- 
trated outside selling job. Details 
of the display helps are given on 
these pages as are two original 
HarDWaRE AGE window display 
suggestions, and a special window 
trim provided by the model store 
of the Chigago Retail Hardware 
Association in the Merchandise 
Mart, Chicago, Ill. 

Individual manufacturers will 
supplement this _ industry-wide 
campaign with special advertising 
and selling plans attuned to the 
National Washer and Ironer Week 
Campaign and its theme slogan 
“For Family Washing There’s No 
Place Like Home.” Radio broad- 
casts will help carry this message 
and campaign into millions of 
homes. Newspaper and magazine 
articles will tell the same story. 


Week—October 23 to 29, 1938 





The new model retail hardware store of the Chicago Retail Hardware 
Association in the Merchandise Mart, Chicago, Ill., is featuring Nationa! 
Washer and Ironer Week with this suggested attractive window display 
This display utilizes the free campaign display cards and streamer pro- 
vided by the American Washer and Manufacturers’ Association, Railway 
Exchange Bldg., Chicago, plus special display helps provided by Landers 


Frary & Clark, New Britain, Conn., 


Alert merchants will capitalize on 
all of this promotion by pushing 
washer and ironer sales. 

At press time a complete résumé 
of the plans of all cooperating 
manufacturers was not available 
but all have expressed enthusiasm 
for the general idea of National 
Washer and Ironer Week and plan 
to participate to help make it a 
real selling success. Several com- 













whose products are shown 


panies had completed their plans, 
in the main, and have given us a 
few comments on the subject. 

E. L. Farquharson, sales man- 
ager, Home Laundry Division, 
Landers, Frary & Clark, New 
Britain, Conn., writes: 

“We are plafining to participate 
in the National Washer and [roner 
Week and supply our various 
dealers across the Country with the 
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This window streamer measures 11% in. by 441/2 in. and the two display posters shown at the 
bottom of the opposite page are yours free for the asking. See the details on the opposite page 
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PORTABLE 


HANDEE 


ELECTRIC IRONER 


This attractive 
display piece is 
available from the 
Chicago Wheel & 
Mfg. Co., Chicago 
Ill., for use in dis- 
plays featuring 
this company’s 
iy new Portable 
re Handee Electric 
Ironer. This dis- 
play measure 

163/44 in. by 223/, 
in. and is printed 


in three colors 
black, blue and 
yellow 


« 
Ma 
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The display posters and streamers used are the 
Colored crepe paper is used for the triangular background behind 


the opposite page 
idea should be embellished with clothes lines 
incidental to home laundering 


display 





display material prepared by the 
American Washer and _Ironet 
Manufacturers’ Association. 

“We feel that hardware dealers 
across the country can cash in by 
devoting a window and trying in 
a floor display during this period. 
Many of our better accounts are 
hardware accounts both from a 
distributor and dealer angle, and 
we are going to get back of this 
week’s program to start off fall 
activity with a real bang. 

“We have recently introduced 
two new ironers at extremely com- 
petitive prices both with automatic 
heat control and baked white finish 
and all the latest gadgets. one 
model listing at $59.95 and the 
table model at $79.95. These new 
ironers along with our complete 


laundry equipment line, which 





Here is a simple window display idea to help you tie-up with the National Washer and Ironer Week, Octo- 


free display helps available as 


clothes pins, drying racks and 
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-embodies wringer machines from 


$49.95 to $89.95 and two spinner 
models, one at $99.95 and one at 
$129.95, also a portable machine 
listing at $39.95, give our dealers 
a complete price range to suit 
every pocketbook.” 

Pierce Sperry, sales manager, 
The Johnson Rubber Co., Middle- 
field, Ohio, advises that his com- 
pany’s meter mail machine rubber 
stamp, during all of October, will 
feature National Washer and I[ron- 
er Week; that all letterheads, bills 
etc., sent out will include the asso- 
ciation sticker and that special 
two-color letterheads will be print- 
ed to promote the idea of this 
campaign week and its slogan. 

Briggs & Stratton Corp., Mil- 
waukee, Wis., manufacture gaso- 
line motors for operating washers 
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and other home appliances for 
use in farm homes without electric 
service, and are very much inter- 
ested in National Washer and 
Ironer Week. This company re- 
minds dealers who serve rural dis- 
tricts where electricity is not avail- 
able that they should tie in with 
this campaign by displaying, and 
promoting the sale of washers 
operated by gasoline motors. As 
E. V. Ochler, vice-president of this 
company stressed in a recent hard- 
ware convention talk there is a 
vast market for labor-saving home 
laundry appliances in that great 
section of rural America without 
hi-power lines and without any 
immediate prospect of the early 
availability of electricity despite 
the progress of REA toward more 
wide-spread rural electrification. 
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JOE BOHNEN, executive secretary of 
the American Washer and _ Ironer 
Manufacturers’ Association, in an in- 
formal pose. Mr. Bohnen is directing 
the campaign for National Washer 
and Ironer Week. 











Another simple window display suggestion for use during National Washer and Ironer Week, October 23 
to 29, 1938, using the free display materials explained on the previous pages and stressing the slogan 


‘For Family Washing There’s No Place Like Home.’ 
individual tastes and facilities and can be constructed 


board covered with colored crepe paper 
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The decorative background can be altered to suit 
from colored corrugated display board or fibre 








It is Mr. Oehler’s contention that 
five out of six prospects in farm 
homes are likely purchasers of 
gasoline motor-powered washers. 

E. C. Doll, vice-president, 
Lovell Mfg. Co., Erie, Pa., an- 
nounces that his company is spon- 
soring a window display contest 
during National Washer & Ironer 
Week. Ten cash prizes, totaling 
$300, will be awarded for winning 
dealer window displays featuring 
washers equipped with Lovell 
wringers. Special display helps 
are available from this company 
to be used in connection with Na- 
tional Washer and Ironer Week 
display helps. This contest closes 
Nov. 10, 1938. Further details 
are given elsewhere in this issue 
in our new feature section “Con- 
tests of Interest to the Hardware 
Trade.” 

Edison Electric Institute  co- 
operation in the observance of 
National Washer and Ironer Week 
is announced in a letter which 
has just been sent to the commer- 
cial vice-presidents and sales man- 





utilities 





agers of the electrical 
throughout the country. 

“We are gratified to announce 
a national program of stimulation 
of the home laundry inaugurated 
by the American Washer and 
Ironer Manufacturers’ Association 
with the focal point the week of 
October 23, which has been desig- 
nated as National Washer & [ron- 
er Week,” says the announcement 
made by C. E. Greenwood, com- 
mercial director of Edison Elec- 
tric Institute. 

“The slogan is expressive—For 
Family Washing There’s No Place 
Like Home.’ 

“Depression or recession days 
create unemployment, and unem- 
ployment demands thrift. Fear 
of unemployment likewise will 
tighten the family budget. Such 
conditions make the time propi- 
tious for pointing out how the 
housewife can save. Doing the 
laundry at home is one method. 
Many an idle washer can be start- 
ed again and new ones sold. When 
the washing is done at home the 








ironer or the iron is working long- 
er hours. 

“It is to the advantage of the 
utility company to tie-in with Na- 
tional Washer and Ironer Week. 
The national advertising of the 
manufacturers of washers and 
ironers can be made more effective, 
and your own advertising of, the 
home laundry will be more effec- 
tive locally. 

“The manufacturers are placing 
display material at the disposal 
of the utilities and their dealers 
without charge. We believe that 
everyone will be interested to give 
this campaign a boost, and use 
the material in all its offices. Bet- 
ter still, a follow-through with local 
newspaper advertising and aggres- 
sive promotion will bring fruitful 
results.” 

National Washer and _ [Ironer 
Week is destined to be a real ac- 
tive selling period for those hard- 
ware dealers who take full advan- 
tage of the display and other helps 
and really get behind this move- 
ment. 











The above illustration shows the new “L-type” display laundry which is one of two new 
demonstration laundries recently announced by the Laundry Equipment Department of the 
Westinghouse Company. The “L-type” has a right angle corner at either end housing the 
ironing center. The other display, the “straight-line” type, is designed for installation 


along a straight wall. 


Background and pilasters are in gunmetal silver; counter sur- 


faces, black; cabinets, white; cornice, nasturtium, red and white, and lettering in lake blue. 
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Henry Eschrich, Eschrich Hardware Co., St. Louis, Mo., 
is an amateur radio fan and has found it a most en- 
grossing hobby. Last year when the city of Hannibal, 
Mo., was deprived of telegraph communication when a 
sleet storm brought down the wires, it was through the 
efforts of Mr. Eschrich and another “ham” in Hannibal 
that city received most of its news from the outside. 
Mr. Eschrich sent out 6500 words in two days for one of 
the world wide press associations to the Hannibal 
paper. He received the news by messenger and 
phone from the St. Louis office and relayed it to the 
Hannibal “ham”, who turned it over to the paper. One 
night as he was about to sign off, news came over the 
phone of the finding of the body of the kidnaped Mat- 
son boy. Mr. Eschrich told the Hannibal operator to hold 
the presses and, as he received the telephone news, 
repeated it over his transmitter and the news was car- 
ried in the last edition. During the Ohio Valley floods 
he received official recognition by being appointed 
official monitor station. Mr. Eschrich has been a 
licensed operator for 16 years. It took him six months 
to build his set. He does only voice, no sending or 
receiving by key. He has recently built a compact 
portable set which is complete, sending and receiving 
all in one. His call letters are W9KEF and he would 
like to hear from any other hardware men who have 
made radio their hobby. 




































Here is a double header. George Ray 
Clark, on the left, and Hugh Davis, on 
the right. Both are representatives of 
C. M. McClung & Co., Knoxville, Tenn. 
Mr. Davis writes: “To my great-surprise 
I learn that fishing is a hobby—I had 
always more or less thought of it as a 
‘sin. This string of fish was caught 
at Lake Santeetlah. They are small 
mouth bass, the largest weighing six 
pounds and one ounce. The ‘hoodlum’ 
on the right ‘next to the big fish’ is 
Hugh Davis and the bearded behemoth 
on the left is George Ray Clark.” 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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WE HELP SUPPLY.... 
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Sell the Idea of Warmth 
During the Cold Season 


warmth to your customers place is of the balanced type with ter Warmth,” adds the finishing 

as soon as the birds start pedestals grouped symmetrically touch. The chart at the bottom 
south and keep on selling them about the central item of display. of the page shows how the sign is 
the same idea until they begin to 
drift north again. The hardware i 
store contains a multitude of arti- 
cles that help to make living more 
comfortable during the winter sea- 
son, and each and every one of 
them means a profit. 

There are two principal heating 
centers in the average home—the 
central heating plant in the base- 
ment and the fireplaces through- 
out the house. Suppose we start 
with the fireplace. 


er selling the idea of The display featuring the fire- The sign, “We help supply Win- 
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constructed. Have the words, “We 
’ help supply,” in white letters on 
a dark blue background and the 
words, “Winter Warmth” in black 
letters on a red or orange back- 
ground. Have a fringe border of 
yellow suggesting flames separat- 
ing the two backgrounds. And be 
sure not to get too many items in 
this window. 

The other display features es- 
sentials for the home’s central 
heating plant and is of the unbal- 
anced variety with the pedestals 
ascending like steps of stairs to 
the sign, “Keep the home fires 
burning!” All of the furnace ac- 
cessories may be found in this 
display. It may not be as digni- 
fied an effect as the one on the 
opposite page, but it certainly tells 
its story. The chart at the top of 
the page shows how this sign may 
be made. 
warmth so it might be well to have 
the sign in a brilliant orange with 
white lettering and white bars of 
It should catch the eye. 


You are suggesting 


music. 
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Colors used for fixtures and 
backgrounds of each of these win- 
dows should be red, orange or yel- 
low. Make your customers feel 
warm when they look at these dis- 
plays and help put them in the 
proper frame of mind before they 











19 15 1 17 18 19 2% 


enter your store. Keep away from 
blues, greens and grays. 

Each of these windows is easy 
to install, and now’s the time to 
start installing them. The Harp- 
WARE AGE interchangeable display 
fixtures are used in each display. 
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(Continued from page 32) 


same spot so that afte: the metal 
doors or frames have been rein- 
forced, tapped and threaded to 
this template or pattern, the hard- 
ware. which has also been made 
to the same pattern, will fit exactly 
into the metal doors and frames 
prepared for it. 

Care and proper scheduling for 
the hardware for these types of 
openings are essential. You can- 
not be too careful! It is compara- 
tively eacy to patch a wrong hole 
in a wood door, but a metal door 
that has been cut, reinforced, 
tapped and threaded incorrectly is 
quite a different problem. I have 
emphasized this so much because 
it is so important. Carelessness is 
mighty costly when metal doors 
and frames are not properly and 
respectfully considered. 

Arthur H. Fisher, of the Rich- 
mond Fireproof Door Co., in re- 
plying to my invitation to offer 
suggestions in connection with 
this chapter, gives the following 
suggestions which I am sure every 
builders’ hardware man will ap- 
preciate: 

1. The correct hardware sched- 
ule. 

2. The proper templates. 

3. Kalamein doors which have 
steel plate reinforcements must be 
packed with machine screws. 


1. Check your details. 

5. Flush bolts which are being 
furnished for metal doors will re- 
quire machine screws. 

6. Hollow metal frames with 
wood doors must have template 
hardware on the butts and lock 
sets or any other items applied to 
the metal. 

7. In practically all cases where 
labelled doors, especially in kala- 
mein construction and _ hollow 
metal frames, are being furnished, 
blue print templates will serve the 
purpose. (Author’s note-—Manu- 
facturers will furnish blue print 
templates without charge, but 
many manufacturers charge for 
physical templates. ) 

8. Metal door manufacturers 
prefer physical, that is actual (not 
blue print), templates for hollow 
metal doors which insures better 
fit, eliminates lock binding and 
labor costs in the field when hard- 
ware is applied. 

9. On aluminum and _ bronze 
doors it is best to send the actual 
hardware to the manufacturer. 

10. Give proper information for 
cutting for cylinders, that is, which 
side of door is to be cut for cylin- 
der. 

Thank you, Mr. Fisher, for 
those 10 very important rules. 
Good builders’ hardware men 


Do You Want an Extra Copy of This Chart? 


should follow them carefully. 

And now here’s enother I would 
add for your own protection in 
figuring hardware for metal doors 
to template, be sure of your costs. 
Most manufacturers, for example, 
do not charge extra for door clos- 
ers made to template by machine 
screws, but most manufacturers 
do list additional charges for the 
rest of the hardware, such as 
butts, bolts, lock sets, etc., when 
made to template with machine 
screws. 

Before you put in an estimate 
stop and find out if you have 
added the proper extras for tem- 
plate hardware. Also the cost of 
the physical templates if physical 
templates are required. 

Finally, always be careful. Re- 
member the 10 rules outlined in 
this chapter. Do the job well. 

Starting with this chapter, we 
are illustrating the various condi- 
tions one runs into on hardware 
by means of a page of details and 
notations as to the things that 
must be watched out for. This 
additional feature of the advanced 
course will, I trust, meet with as 
enthusiastic response as did the 
stock records and blue prints in 
the elementary course and the com- 
parison charts in the intermediate 
course. 

In our next chapter we will dis- 
cuss butts and hinges not previ- 
ously discused in the Elementary 
and Intermediate Course, as well 
as butts and hinges manufactured 
particularly for the metal doors 
we have discussed in this chapter. 





Published in Hardware Age 
November 18, 1937, as pages 
50, 51. 52, 53, 54 and 55. 
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There‘s still a heavy demand for this chart although it was first 
published ten months ago. Copies printed on a single sheet, 4ll,, by 
1l in., may be had on request. Send a 3-cent stamp for postage to 
Hardware Age Editorial Department, 239 West 39th St., New York City. 
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When architect’s plans specify metal doors, time is often 
as important as price in clinching the hardware award. 
That’s why experienced builders’ hardware dealers pre- 
fer to figure Reading for such jobs. When you work 
with Reading you can count on these 3 important sav- 
ings in time. 


Fast Template Service 

Because Reading is prepared to furnish template drawings to 

manufacturers of doors and frames immediately on receipt of 
- 

approved metal door details, fabrication of these products can 

start sooner. Contractors can make more rapid progress in 


erection. 


Assured Accuracy 

Accurate template drawings, expert checking of all schedules 
against architect’s drawings, and individual follow-through on 
orders in the plant assure accuracy to specifications of the 
delivered hardware, On the job, Reading’s care prevents costly 


delay. 


Hardware Engineering Help 

When time is short, when the job presents an unusually difficult 
problem, when you need expert technical assistance to make the 
sale, you can count on Reading Hardware Engineers for fast, 


competent service. 





3 ways To SAVE TIME ON 
METAL DOOR HARDWARE 


EVERYTHING FOR 
METAL DOORS 


Locks 
Trim 
Panic Bolts 
Kick Plates 
Closers 


Reading manufactures a _ complete 
line of builder’s hardware. This makes 
it easy to obtain uniform finish and 
harmonizing design throughout an 
installation. Ample plant capacity 
enables us to meet specified delivery 
dates on orders of any size. Put 
your difficult problems up to Read- 
ing Hardware Engineers. 
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September 22, 1938 


ADVANCES 
Some L. P. Plated Butts. 


DECLINES 
Competitively Priced Night Latches. 
Some McKinney Hammered Iron Hardware 
Well Curbs, Some Water Elevators, Parts. 


Clemson Lawn Machine— 
The Lawn Mower Division, Clemson 
Bros., Inc., Middletown, N. Y., has 
announced prices on its Precision 
Lawn Machine, Model C-17, effective 
Aug. 15. The list price of the ma- 
chine is $29.95 and the dealer net 
cost is $20. Dealers are authorized 
to resell the mowers to golf clubs, 
cemeteries, and municipalities at 
$26.95. Shipping terms arc f.o.b. fac- 
tory on orders for less than three 
mowers. On orders for three or more 
machines terms are f.o.b. factory 
with an appropriate freight allow- 
ance. 

* - * 

Builders’ Hardware — There 
have been no recent advances of con- 
sequence and none are looked for. 
Competitively priced night latches 
declined about 10 per cent. Other 
latches are unaffected. Last month 
small increases on L. P. plated butts 
were announced by some makers. 
There has been a decline in the 
price of McKinney hammered iron 
hardware, ranging up to 50 per cent, 
but with many items unchanged. 
This revision was due to increased 
sales volume. 

* * * 

Bright, Brass Wize Woods— 
Prices hold at about the lowest level 
in several years. No early change 
seems likely, but eventually this line 
must see an increase. 

* * 7 

Well Curbs, etc—Effective 
Sept. 1, well curb quotations were 
reduced about 5 per cent, and a sim- 
ilar price decrease is reported by 
some makers of water elevators and 
parts. 
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Steel Quotations — Fourth 
quarter steel prices are the subject 
of much conjecture uppermost in 
steel circles at present, with definite 
announcements expected soon. The 
consensus of opinion is that present 
prices will be reaffirmed with almost 
no exceptions, as it is believed that 
current bookings are not sufficient to 
support an advance at this time. 

* * * 

Metals and Commodity Prices 
—On Sept. 8, pig tin stood at 43 
cents per pound, compared with a 
1938 low of 35 cents, and a year-ago 
level of 5834 cents. Copper remained 
at 101% cents, against 14 cents last 
September. This year’s low was 9 
cents. Lead at 434 cents, St. Louis, 
was 6.35 cents a year previous, and 
3.85 cents at its 1938 low. Zinc, also 
at 4°4 cents, East St. Louis, was 4 
cents at the low, and 714 cents last 
September. In all these metals, there 
are no accumulations of reserve 
stocks, and any betterment of de- 
mand quickly reflects itself in strong- 
er markets. Wholesale commodity 
indexes are rather firm, with Moody’s 
average on Sept. 8 at 143.4 per cent 
(of Dec. 31, 1931) compared with a 
1938 January high of 152.9 and a 
June low of 130.1. Rubber, hides, 
and wool join with the metals in 
holding near the peak of their re- 
covery prices. 

* * * 

Merchant Steel Products—In 
contrast to the very light volume 
moving in heavy steel, the June de- 
clines, with improved consumer buy- 
ing, have served to step up the use 
of “merchant steel” lines, such as 
nails, wire, and fencing, in the farm 


areas and elsewhere. Increased or- 
dering has prevailed for several 
weeks, and while jobbers are buying 
for early deliveries it is believed that 
their distribution is equal to their 
buying. A few months ago their 
stocks were heavy, but these have 
been liquidated fully. Demand for 
manufacturing wire is increasing, 
with the makers of bolts, screws, 
springs, and other accessories plac- 
ing more business on account of the 
automobile industry limbering up for 
the new season, and on account of 
the rising trade demand. 
* * * 

Steel Production—Steel ingot 
production has rebounded after the 
holiday week, being estimated at 45.5 
per cent, one and a half points above 
the pre-holiday week, The Iron Age 
reported in its Sept. 15 issue. The 
Pittsburgh district is now at 35 per 
cent; Chicago at 42 per cent; the 
Youngstown area at 42 per cent; 
Wheeling-Weirton, 67; Cleveland- 
Lorain, 49; Buffalo, 49; Detroit, 52; 
the South, 49. 

* * * 

Haying Tools—Sales for the 
current season have been excellent 
due to the heavy yield of hay and 
all fodder crops, so there will be al- 
most no carry-over of stocks. The 
usual fall repairing of farm equip- 
ment is starting, and jobbers report, 
among other lines so influenced, a 
very good call for ironed wagon and 
plow stock, and for wagon hardware. 

* * * 

Radio Equipment—The com- 
ing of the best selling season is 
again signalized by sets offering 
greater refinement of finish and per- 
formance than ever before, and at 
prices which provide top service far 
more cheaply than such perfection 
heretofore could be obtained. New 
price schedules on radio tubes, ef- 
fective Sept. 1, show no general or 
sharp revision. Following the usual 
procedure, however, improved style 
tubes are being introduced at tem- 
porarily higher prices. As the con- 
sumption rises, and production in- 
creases, the prices will be reduced. 
Other tubes naturally tend to rise in 
price as they become obsolescent. 

* * » 

Toy Lines, etc—An increas- 

ing number of important toy manu- 
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facturers are telling their jobbers 
this season that production will be 
strictly limited. Materials have been 
purchased and output planned for 
only such volume as these companies 
may expect to surely sell, and orders 
are being accepted only to these 
limits. The evident sequel will be a 
shortage for late buyers if the sea- 
son proves to be successful, or if 
these lines shall catch the popular 
fancy. 


Moderate Stocks—The Sep- 
tember increase in hardware, while 
moderate, is coming along nearly 
as well as expected, but with the re- 


goods in certain sections, and deal- 
ers may find that their usual reli- 
ance upon prompt and complete ser- 
vice from their suppliers will meet 


with some disappointments. 
* * * 


tailers still reaping more of a gain 
in percentage than either jobbers or 
manufacturers. No branch of the 
trade is carrying large stocks, nor 
ordering in supplies until the re- 
quirement is immediate. Early cool 
weather in late August quickly 
showed up shortages of seasonable 


Inventory Reductions — T he 
value of inventories in the hands of 
manufacturers, wholesalers, and re- 
tailers was reduced by $1,250,000,- 
000 during the first six months of 
1938, according to estimates issued 


“The Hardware Cige ijlackhoared 


Of Wholesale Hardware Sabes and Coblections an Accounts Receiuable 
By Geographic Regions, For July, 1938 


COMPILED BY THE BUREAU Ot} 


COOPERATION 


FOREIGN 


AND DOMESTI« 
THE NATIONAI 


COMMERCE Il 5 
ASSOCIATION OF 


DEPARTMENT 
CREDIT MEN 


OF COMMERCE IN 


WITH 


( 


Firms 

Re- 

Regions * 
Sales 


NEW ENGLAND 
MIDDLE ATLANTIC 
EAST NORTH CENTRAL 
WEST NORTH CENTRAL 
SOUTH ATLANTIC 

EAST SOUTH CENTRAL 
WEST SOUTH CENTRAL 
MOUNTAIN 

PACIFIC 


UNITED STATES, TOTAL 


porting 


Sales Reported Percent’* of collections 
during month to 
accounts receivable at 


beginning of the month 


Firms 
Re- 
porting 
Collec- 
tions 


July 1938 
percentage 
change from 


Thousands of Dollars 


July 
1937 


June 


1938 


July 
1938 


July June 


1937 


July 
1937 


June 


1938 


July 
1938 


818 1,107 51 58 55 


5,275 50 58 63 


8,601 55 63 58 


5,476 49 53 51 


2,999 46 48 Ee) 


1,912 2,517 1,956 47 50 54 


3,091 3,234 2,988 49 50 51 


1,173 1,627 1,269 51 58 52 


4,065 5,532 4,683 60 56 


27,376 36,368 29,856 56 54 


**These figures should not be related to sales figures for current month. They represent only ratio of collections during that month 


te accounts receivable at beginning of month. 


*States comprising regions: 


New England (Conn., Maine, Mass., N. H., 


Middle Atlantic (N. J., N. Y., Pa.) 


East North Central (Ill., Ind., Mich., Ohio, Wis.) 


s = North Central (lowa, Kan., Minn., 
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South Atlantic (Del., D. C., Fla., Ga., Md., N. C., 8. C., Va., 
W. Va.) 

East South Central (Ala., Ky., Miss., Tenn.) 

West South Central (Ark., La., Okla., Texas) 

Mountain (Ariz., Colo., Idaho, Mont., Nev., 


Wyo.) 
Pacific (Calif., Ore., Wash.) 


R. I., Vt.) 


N. M., Utah, 


Mo., Neb., N. D., 
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by Dun & Bradstreet, Inc., on the 
basis of reports from 19,000 con- 
cerns of all sizes. This brought the 
national total down to $20,258,000.- 
000 on June 30, a decline of 5.8 per 
cent from the higher figure for the 
beginning of the year. This reduc- 
tion comes after increases which 
were estimated to be $2,269,000,000 
during 1936 and $3,004,000,000 dur- 
ing 1937. Manufacturers reported 
the greatest curtailment of stocks, 
with a decline of 6.7 per cent in 
value for the six months. The de- 
crease on the part of wholesalers is 
estimated at 5.0 per cent. and for all 
retailers at 3.6 per cent. 


* * x 


Building Contracts—Building 
news is steadily more encouraging. 
In May residential contract awards 
were practically equal, for the first 
time, to the same month a year 
earlier; and in June, July and early 
August they have run substantially 
ahead. According to the last report 
of the Federal Housing Administra- 
tion, more than two-thirds of all 
homes financed through insured 
mortgages had house and lot valua- 
tions ranging from $3,000 to under 
$7,000, and about half of the bor- 
rowers had incomes of under $2,500 
annually. The branch of building 
which has been lagging most this 
year is private non-residential con- 
struction. It was 54 per cent behind 
1937 in July and more than 40 per 
cent lower in August. 


x * % 


Automobile Output and Sales 
—Despite general industrial better- 
ment, the motor car manufacturers 
were largely marking time in Au- 
gust, with production at a minimum 
while the new models are getting un- 
der way. The Manufacturers Asso- 
ciation (Ford not included) esti- 
mated factory production of automo- 
biles in the United States and Can- 
ada in August at 91,300 units, the 
lowest reported since November, 
1934, and comparing with 405,072 
in August, 1937. The total for eight 
months was 1,547,776 units, against 
3,778,850 units in the corresponding 
period of 1937. General Motors 
Corp. sold 64,925 cars and trucks to 
consumers in the United States in 
August, 78,758 units in July, and 
156,322 in August, 1937. 


* *% * 


Reduced Cotton Estimate 
The 1938 cotton crop was estimated 
this month by the Department of Ag- 
riculture at 11,825,000 bales, slightly 
smaller than the forecast a month 
ago, but the difference caused little 
effect on cotton prices in the princi- 
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pal markets. Prospective 1938 pro- 
duction is more than 7,000,000 bales 
under the all-time peak cotton yield 
of 18,946,000 bales in 1937. It is 
also less than the average yield of 
the last 10 years, which amounted 
to about 13,000,000 bales. Despite 
the big cut in output, however, the 
United States is still faced with the 


problem of a tremendous cotton sur- 
plus. American cotton carried over 
from previous years is estimated at 
13,400,000 bales. Added to this 
year’s indicated yield, a total sup- 
ply of over 25,000,000 bales is prob- 
able, while the total world consump- 
tion of American cotton last season 


was only 11,240,000 bales. 


Carelessness in Forming 
Partnerships 


F there are any regular readers 
of these articles, they know my 

views on partnerships. A_ perfect 
one is like a perfect marriage— 
ideal. There are, however, just as 
few perfect partnerships as there 
are perfect marriages, probably 
fewer. 

Many of the failures in partner- 
ships are due to the lack of proper 
investigation beforehand. No wise 
man enters into a partnership mere- 
ly because he likes the other fellow. 
It is fine, of course, to like your 
partner, but nowhere near as es- 
sential as some other things. 

Nobody should enter into partner- 
ship with another without knowing 
all about him, and fear of offending 
him should never prevent the mak- 
ing of the necessary investigation. 

How can that investigation be 
made? In various ways, but before 
I tell what they are let me suggest 
what points the investigation should 
cover. Perhaps I can do this best 
by citing some cases that have arisen 
in my own experience. 

Two people came to me with a re- 
quest that I prepare papers for a 
partnership that they had already 
worked out between themselves. 
One of them owned a valuable fran- 
chise covering the sale of a com- 
modity in a fertile territory. He 
said the franchise was exclusive to 
him; nobody could compete with 
him. 

Since my client was the other 
man, and was being asked to put 
money into the enterprise, whose 
chief asset was the franchise, it was 
my duty to learn something of the 
franchise. I found it was not only 
not exclusive, but was cancellable 
on thirty days’ notice. Only when 
sales reach a point far larger than 
they had reached up to then could 
either of these provisions be 
changed. 

In another case two men had ar- 
ranged a partnership which was 
largely based on the representations 
of one of them as to the amount of 





his business. Had these figures been 
checked from the books? No. When 
checked it appeared that the books 
were so badly kept that no definite 
conclusion could be made either as 
to business or profits. The owner of 
the business owned the property, 
and the books revealed the fact that 
he had never charged rent up as a 
business expense, though he ex- 
pected to do so after the partner- 
ship was formed. That, of course, 
reduced the possible profits by a 
considerable percentage. 

In a third case two men asked 
for partnership papers. Neither one 
had investigated the other; the man 
who was to put in the money merely 
knew that the other had an appar- 
ently prosperous business, lived well 
and just wanted to relax a little. 

I knew about my own client; he 
would bear investigating, but the 
other was the owner of the business. 
Therefore, I suggested an investiga- 
tion, which my client at first refused 
to make, but later reluctantly con- 
sented to. Result—the business was 
in good shape, but the owner of it 
was tied up on several bonds and 
notes, some of which he had good 
naturedly signed or endorsed for 
friends, and if he had to pay all of 
these he would be bankrupt, and his 
partnership interest could be seized 
and the firm forced to liquidate. 

Now how can an investigation be 
made? If in a city it is easy, be- 
cause there are private investigators, 
thoroughly reliable and legitimate, 
who for a very small sum will give 
you a line on anybody. Then there 
is a Dun-Bradstreet report, and an 
examination of municipal dockets 
covering judgments, tax liens and 
other liabilities. Finally, every man 
who is asking someone to invest 
money with him should be asked for 
a comprehensive statement of his 
financial and business condition, 
and made to swear to it. If it proves 
to be false, you can get him for a 
criminal offence. 
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¥% Battery Drain slashed 60%—with the low- 
est operating cost in history. 

* RAD-O-FONE, the private telephone for 
the farm. 
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Hi-Line Models. 


PRICES EVER OFFERED! 











News of Retailers, Jobbers 
Manufacturers and 
Salesmen 


and 














READ IT IN HARDWARE 


NEWS OF 





= 








HARDWARE AGE FOR 








BIDDLE PETITIONS U.S. SUPREME COURT 


TO REVERSE CIRCUIT COURT DECISION | 


First case of alleged violation of Robinson-Patman Law 
to go to court involves payment of commission or 
brokerage as covered in Section A (c) of this Law. 


(Washington Bureau 
of HARDWARE AGE) 


In the first court case to arise 
under the Robinson-Patman Act, 
the Biddle Purchasing Co., has 
petitioned the Supreme Court to 
review and reverse the decision 
of the Circuit Court of Appeals 
for the second circuit which by a | 
divided opinion upheld a Federal 
Trade Commission order pro- 
hibiting the company from pay- 
ment of a commission or broker- 
age fee to another party to a 


sales transaction “except for 
services rendered in connection 
with the sale or purchase of 


goods.” The company supplies a 
trade information and purchasing 
service for wholesalers and job- 
bers and sells the products of 
manufacturers, canners and pack- 
ers to buyers for whom it sup- 
plies the information, and pur- 
chasing service. Alleging violation 
of Section 2 (c) of the Robinson- 
Patman Act, the FTC held that 
services rendered to sellers by 
the Biddle company are donated 
“to the seller since the Biddle 
company is the agent of the | 
bayer.” Specifically the FTC ob- | 
jected to the payment of com- 
missions by the company to pur- 
chasers against specific amounts 
which the wholesalers agreed to 
pay for the information service. 

In its challenge of the consti- 
tutionality of the act, the com- 
pany says it does render services 
for sellers and is a “true inter- 
mediary” of the type that Con. | 
gress intended to exempt from | 
the operation of the disputed sec- | 
tion. The lower court decision, 
the petition said, has the effect 
of nullifying the exception “for 
services rendered.” 

Contention is further made 
that operations of the company | 
aid the small and medium-sized 
wholesalers and through them re- 
tailers in meeting chain store 
competition, thus helping to pre- 
serve competition in accordance | 





with the purposes of the 
Robinson-Patman Act. 
Maintaining violation of the 


tution, the petition says that 
“there is not a scintilla of evi- 
dence in the record that the 
transactions prohibited by the 
order have an effect on interstate 


commerce which Congress has | 


sought at any time to prevent.” 
The Biddle petition was filed 
Sept. 1. The FTC has 20 days to 
make answer. The FTC answer 
will be made through Solicitor 
General Robert H. Jackson. 


RETAILERS EXEMPT UNDER 
FAIR LABOR STANDARDS ACT 


(Washington Bureau 
of HARDWARE AGE) 


Elmer F. Andrews, 


adminis- 


| 


trator of the Fair Labor Stand- | 


ards Act, who is currently whip- 


regional set-up to be required 


| in the field. Further indication 
of the extent to which the new 
organization will value state 


ping his organization into shape | 


in preparation for the law’s ef- 
fective date—October 23—expects 
to consider the status of chain 
stores soon, conceding that one 
of the first jobs faced by the ad- 
ministration is to draw the line 
between interstate and intrastate 
functions. 

While recognizing that retailers 
as a general thing are to be ex- 
empted under the law, Mr. 
Andrews, former New York 
State Industrial Commissioner, 


| reports that out of all communi- 


cations received from wholesalers | 


| to date, there are no indications 


that wholesale distributors ex- 


their business is interstate in 
character. 


Referring to 


the 


wage-hour laws as a supplement 
to the Federal statute was seen 
in the announcement that efforts 
to obtain compliance with the 
new law will be handled through 
state agencies wherever possible. 

Under the law, mandatory 
minimum wages begin at 25 cents 
an hour for the first year, in- 
crease to 30 cents the next six 
years and then go to 40 cents. 
However, a rate as high as 40 
cents could be fixed at any time 
if an industry committee made 
such recommendations. The ceil- 
ing over hours prescribes a max- 
imum work-week of 44 hours the 
first year, 42 the second and 40 


| . 
| thereafter. 


| pect to claim exemption. He says | 
that it is generally assumed that 


Local retailers are exempted 
under the law but in cases where 
the greater part of a retailer’s 


| sales is made across state lines, 


suggestion | 


that his interpretation of Inter- | 


state and intrastate industries 
might ultimately be the 
for testing the act’s constitution- 
ality in the courts, Andrews 


unfortunate to have a decision 
handed down based on only one 


basis | 


} 


| takes the view that it would be | 


or two industries. He points out | 
that to his knowledge there has | 


been little if any doubts raised 
as to the law’s constitutionality 
thus far. 


Other immediate jobs being 
| undertaken by the new wage- 
hour administrator include the 


| establishment of Washington of- | 


due process clause of the Consti- | fices and a determination of the | 
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the act will apply. Borderline 
cases are expected to give the 
administrator his greatest diffi- 
culty. Service establishments are 
also to be exempted where they 
serve a purely local function and 
where the bulk of their business 
is not done in interstate com- 
merce. 


PASHA CONVENTION 
IN FEBRUARY 


The Pennsylvania and Atlantic 
Seaboard Hardware Association 
will hold its annual convention 
and exhibit at the William Penn 
Hotel, Pittsburgh, Pa., February 
21, 22, 23 and 24, 1939. 











W. R. BUGENHAGEN 


NEW SALES MGR. FOR 
ALUMINUM GOODS CO. 


Walter R. Bugenhagen has 
been appointed general sales 
manager in charge of all sales 
for the Aluminum Goods Mfg. 
Co., Manitowoc, Wis. He has 
been associated with the company 
for 28 years most of which time 
was spent in the sales organiza- 
tion in executive capacities of 
various kinds. Mr. Bugenhagen 
will continue his company’s pol- 
icy of developing new goods and 
promoting established merchan- 
dise to insure profitable turnover 
for all distributors. 


L. P. SMITH PURCHASES 
HUBBARD & McCLARY CORP. 


Landon P. Smith, Inc., Irving- 
ton, N. J., manufacturer of Red 
Devil glaziers’ and painters’ tools, 
has purchased the Hubbard and 
McClary Corp., Windsor, Vt., 
manufacturer of diamond glaziers’ 
points and automatic point driv- 
ers. All machinery will be 
moved to the Red Devil plant at 
Irvington and all orders or in- 
quiries should be addressed to 
Irvington. 

The Hubbard and McClary 
Corp. was the original manufac- 
turer of diamond points for glaz- 
ing sash and picture framing and 
operated for over 40 years at 
Windsor. Andrew McClary, pres- 
ident, and Horace McClary, vice- 
president and secretary, will con- 
tinue to devote their attention to 
their other manufacturing and 
banking interests. 
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MERRIAM RETIRES FROM 
LINCOLN ELECTRIC 


J. W. Merriam, for the past 
25 years vice-president and sec- 
retary of the Lincoln Electric 
Cleveland, Ohio, has an- 


nounced his retirement at the age 


Co., 


of 60. He will remain a director | 


of the company. Frank K. Gries- | 


inger will now liandle the com- 
pany’s credits and_ collections 
and A. F. Davis, vice-president, 
was elected secretary. 

Mr. Merriam has been an ac- 
tive force in both the Cleveland 
and the National Association of 
Credit Men. He was president 
of the Cleveland association in 


1924 and 1925, and a director of | 
the National association in 1925- | 


26. 


SPALDING RETIRES FROM 
PHILA. RETAIL FIELD 


A. G. Spalding & Bros., New 
York City, has announced that it 
will discontinue operation of its 
retail establishment in Philadel- 
phia, Pa., and retire from the re- 


tail end of the business in favor - 


of other outlets. The company 


also indicated that golf profes- | 


sionals would be the major agency 
for sale of its golf line. 

The concern’s own retail stocks 
will be sold out and Spalding 


will confine itself to the whole- | 


sale business in the Philadelphia 
territory thereafter. It will op- 
erate a wholesale department to 
handle school, college and ath- 
letic team trade but beyond that 
will distribute only through deal- 
ers and pros. 

Spalding has discontinued sev- 
eral stores recently but officials 
declined to indicate just how far 
this policy will be extended. The 
company is still interested in re- 
tailing. operating 78 stores in 
leading cities. 


SKILSAW BUILDS 
NEW PLANT 


Construction has been started 
on a 40,000 sq. ft. factory and 


office building for Skilsaw, Inc., | 


at Elston and Winnemac Ave- 
nues, Chicago. The company 
which makes portable electric 
saws, drills, and sanders, will be- 
gin production in the new plant 
early this fall. Applying the 
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principles of functional planning 


to obtain a modern appearance, | 
the designers have streamlined | 


the structure by tying window 
areas across a two-story facade 


together with horizontal bands of | 


brick. 


An ornamental entrance 


| R. G. THOMPSON ELECTED PRESIDENT 


OF THE LUFKIN RULE CO. 


| Elevated from vice-presidency succeeding late Fred Buck. 
Has been with The Lufkin Rule Co. since 1906 and vice- 


| president since 1928. Is 


| President, 


will be featured by glass block | 


and vertical 
Continuous 
sash throughout the factory sec- 
tion and two high monitor aisles 


will provide ideal daylight inside | 


the plant. The two-story section 
will include general and private 


offices, display rooms, and a large | 


reception room. 





MAYHEW STEEL ACQUIRES 
MAYDOLE TOOL CORP. 


The Mayhew Steel Products 


Co., Inc., Shelburne Falls, Mass., 
has acquired the David Maydole | 


Tool Corp., 
of the line of Maydole hammers. 
Original Maydole hammers are 
now a part of Mayhew and that 
concern will continue their trade 
name and manufacture. 





X CLUB DINNER 
MON., OCT. 17 


The X Club will hold its an- 
nual dinner-meeting during the 
coming convention of the Na- 
tional Wholesale Hardware Assn. 
and the American Hardware 
Manufacturers’ Assn., at Atlantic 
City, N. J. The club will meet 
on Monday evening, Oct. 17, in 
the Marlborough-Blenheim Hotel. 
The reception will be at 6 p. m. 
and the dinner at 7 p. m. 


AMERICAN HDWE. SUPPLY 
ANNUAL MEETING 


The American Hardware Sup- 
ply Co. will hold its 
dealer-meeting, Jan. 30 and 31, 


1939 at the company’s head- 
quarters, 41-43 Terminal Way, 
South Side, Pittsburgh, Pa. 


William M. Stout is general man- 
ager. 


MONTANA ASSN. MEETS 
OCT. 24-26, 1938 


The Montana Implement & 
Hardware Assn. will hold its 
annual convention, Oct. 24-26, 


1938 at Lewiston, Mont. 


shafts set in the | 
| brick work just above an over- 
| hanging canopy. 


Norwich, N._ Y., | 


manufacturer for over 100 years | 


annual | 


Robert G. Thompson has been 
elected president of The Lufkin 
Rule Co., Saginaw, Mich., suc- 
ceeding the late Fred Buck whose 
| passing was recorded in the Sept. 
8, 1938, issue of HarpwareE AGE. 

Mr. Thompson has been asso- 
| ciated with The Lufkin Rule Co. 
since 1906 and has served for the 
| past 18 years as a director and 
| sinee 1928 has been vice-presi- 
| dent in charge of sales with head- 
| quarters at 106 Lafayette St., 
‘im York City. In the near 
| 
| 
| 


future he will move his head- 
quarters to Saginaw. 

Prior to this connection he was 
associated with Weed & Co., 
| trial supply sales and started his 
| hardware career in a retail hard- 
| ware store in that city. 

Prominently identified with the 
hardware industry for many 


in the major conventions 


Mr. 


pant 
of the hardware business, 





now serving 
American Hardware Manufacturers’ 


Rochester, N. Y., directing indus- | 


years, and a consistent partici- | 


third term as 
Association. 





ROBERT G. THOMPSON 


| Thompson is now serving his 
third term as president of The 
American Hardware Manufactur- 
ers’ Association and is chairman 
of the executive committee of the 
| American Supply & Machinery 
Manufacturers’ Association. 





RECOMMENDED TO 


The Walsh-Healey Government 
| Contracts Board, the agency 
| which for two years has laid 
down minimum labor standards 
for employees of companies do- 
ing Government business, has 
recommended the _ establishment 
| of a minimum wage of 45 cents 
| per hour in the small arms and 
| ammunition industry. 

The recommendations were 
| based on prevailing wage data 
| submitted at public hearings 
| held last May and attended by 
|W. J. Matthews, counsel for the 
| Small Arms and Ammunition 
| Manufacturers’ Institute; Edwin 
Pugsley, vice-president, Win- 
| chester Repeating Arms Co.; W. 
| H. Ward, assistant general man- 
| ager, E. I. duPont de Nemours 
Co.; C. L. Horn, Federal Car- 
| tridge Corp.; W. R. Ellis, Her- 
cules Powder Co.; R. E. Wiley, 


| American Cyanamid & Chemical 





MINIMUM WAGE OF 45 CENTS PER HOUR 


AMMUNITION INDUSTRY 


Co., and representatives of the 
Atlas Powder Co., and the 
Remington Arms Co. Between 
75 and 80 per cent of the indus- 
try by volume was represented 
at the hearing, the board said. 
Members of the industry were 
given 14 days (from Aug. 30) 
to file further objections, if any, 
with the Board after which the 
Secretary of Labor either ap- 
proves or rejects the recommen- 
dations. If approved, the recom- 
mendations become the approved 
minimum standards below which 
companies will not be permitted 


to go if they would remain 
eligible for Government  con- 
tracts. In the case of recom- 


mendations just made, the mini- 
mum standards would be 45c. an 
hour, or $18 per week of 40 
hours, arrived at either by a time 
or piecework basis. 
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BY L. W. MOFFETT 


Washington Representative 
of Hardware Age 


The energetic marketing survey 
launched last April by the WPA, 
through which the agency hoped 
to compile facts and figures on 
state fair trade laws and to ap- 
praise their effect on consumer 
price levels and merchandising 
policies of distributors, has been 
suspended by order of Works 
Progress Administrator Harry 
L. Hopkins. 

In a memorandum to Corring- 
ton Gill, Assistant WPA Adminis- 
trator who was supervising the 
white collar project, Hopkins re- 
ferred to President Roosevelt’s 
anti-monopoly message and to the 
legislation resulting in the ap- 
pointment of the Temporary 
National Economic (anti-monop- 
oly) Committee. He said the 
scope of the projected WPA 
studies overlapped with the com- 
mittee’s duties and inferred that 
unless the committee took the 
project under its wing it would 
be abandoned. 

Hopkins said he was prepared 
to recommend renewal of the 
project in its present or modified 
form “under the auspices of any 
appropriate agency of the 
Government,” but there was little 
indication that the anti-monopoly 
committee would follow through 
with the offer. Conceivably, the 
Federal Trade Commission, which 
is represented on the committee 
and which is currently compiling 
data for submission before public 
hearings start in the fall, could 
undertake the WPA 
marketing survey but there ap- 
peared to be little likelihood that 
the Commission would ask for 
the services of the WPA. 

Although Mr. Hopkins made 
no mention of other consider- 
ations which prompted his de- 
cision to suspend the survey, re- 
ports have been circulating in 
Washington for weeks that the 
WPA itself was becoming in- 
creasingly disturbed over rumors 
that the study was pre-destined 
to paint a one-sided picture of 


extensive 


resale price maintenance and 
other provisions of state fair 
trade laws. Some critics have 


gone even so far as to insist that 
workers in the project had been 
“planted” to insure that the laws 
would be shown in a favorable 
light. 

At least some WPA officials 
were known to feel that since the 
survey was suggested by the re- 
tail druggists, the group which 
successfully pressed for passage 
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FAIR TRADE LAWS STUDY SUSPENDED 
BY ORDER OF HARRY HOPKINS, WPA HEAD 


of the Robinson-Patman and 
Tydings-Miller laws, a_ stigma 
was attached to the study which 
| could not easily be overcome by 
those in charge of the survey. 
Coupled to that was the argument 
that even though the study was 
conducted in a strictly impartial 
manner, it would be possible to 
depict a distorted picture of the 
laws’ effects. For example, the 
survey contemplated a compilation 
of prices, markups, and sales 
volume for periods both before 
and after the fair trade laws be- 
came effective. Advocates of fair 
trade laws contend that resale 
price maintenance provisions and 
other features have actually re- 
duced consumer prices on some 
commodities and Government 
officials were known to be un- 
willing to say definitely that any 
price reductions resulted from 
the laws when a gradual decline 
in the wholesale price index 
over these periods would reduce 
the chances of procuring a clear- 
cut picture. Some doubts also 
were expressed that new recruits 

‘several thousand were to be 
taken from relief rolls to under- 
take the white collar project— 
would prove a dependable me- 
dium for canvassing consumers 
in an attempt to learn their buy- 
ing habits since the advent of the 


| trade laws, whether they patron- 


ized chains or independent stores 
and whether they purchased 


private brands or nationally-ad- | 


vertised ones. 

Late in July the marketing sur- 
vey project, under the direction 
of A. H. Martin, Jr., former PWA 
and NEC official, appeared to be 
headed for trouble when a_ pro- 
tracted delay developed over the 
approval of a $1,000,000 budget. 
Subsequently,  S. 
Oppenheim, a trade regulation 


specialist and instructor in law | 


at George Washington University, 
resigned, leaving Martin and his 
two assistant directors, Prof. 
John H. Cover, of the University 
of Chicago School of Business, | 
and Mark Merrell, former NRA 
assistant deputy administrator of | 
the retail drug code. 

No goldfish bowl, the agency 
invariably was reluctant to dis- 
cuss progress of the survey, in- 
dividual members insisting that 
their budget had yet to be ap- 
proved. A sample survey was 
gathering data in 15 states but 
the results were never made pub- 
lic and some members of the 
staff in Washington professed 
ignorance that the test had ever 
been made. Previously, as many 
as 500 canvassers had been as- 


signed to cover such states as 


Chesterfield 


New York, California, Ohio and 
Pennsylvania, and fewer in 
other states, in a move to gather 
data in the 43 states permitting 
manufacturers to fix minimum 
resale prices, in the 24 banning 
preferential price treatment, and 
in the 18 prohibiting sales below 
cost. 

Since the project was sus- 
pended by Hopkins, those in 
charge of the survey have been 
even more reluctant to discuss 
policies and clamped down a 
rigid censorship on all outgoing 
news. The agency is understood, 
however, to be well advanced 
with the compilation of state laws, 
their texts, legislative history, 
digests of all court decisions and 
other related data—a step de- 


signed to clarify the complex 


system of state and Federal laws 
governing the marketing of 
goods. Many business groups 
have complained that the recent 
trend among. state legislatures 
to adopt various fair trade laws 
and the trend in Washington to 
pass such laws as the Robinson- 
Patman and Tydings-Miller Act 
have made it necessary for them 
to adjust old merchandising poli- 
cies to fit the new legislative 
pattern. Many looked to the mar- 
keting survey to clarify much of 
this maze of regulations. Some 
advocates of resale price main- 
tenance laws who are critical of 
the FTC argue that if a similar 
survey is launched by that agency 
the outcome will be highly un- 
complimentary to the fair trade 
laws and they point out that the 
FTC was the outstanding op- 
ponent in Government circles of 
the Tydings-Miller law put on 
the statute books a year ago. 











Hosts at the golf party were, left to right, Fred A. Wiker and 
| Douglas W. Frank of the Safe Padlock & Hdwe. Co. and John 
H. Stauffer and Amos H. Herr of Herr & Co. 


HERR & CO. AND SAFE PADLOCK 
SPONSOR GOLF TOURNAMENT 


Herr & Co., wholesale hard- 
ware firm of Lancaster, Pa., and 
the Safe Padlock & Hdwe. Co., 
of that city were sponsors of a 
golf tournament held Aug. 10 at 
the Lancaster Country Club, New 
Holland Pike, Lancaster. Prizes 
of a typical Lancaster County 
product were awarded to the fol- 
lowing players: low gross, 
L. Brewster Jackson, Wickwire 
Bros.; second low gross, Fred 
Wickham, A. Wilhelm Co.; low 
net, E. M. Welty, Oliver Iron & 
Steel Co., and high gross, J. Cum- 
mings, A. S. Boyle Co. 

Members of the Hardware 
Merchants & Manufacturers As- 
sociation of Philadelphia were 
guests of both companies. The 
golf tournament, an annual Au- 
gust event, was inaugurated three 


years ago at the suggestion of A. 
H. Herr of the wholesale firm. 
The tournament was _ popular 
from the start and each year 
brings an increasing attendance. 


WESTINGHOUSE PROMOTES 
LIGHTING CAMPAIGN 


As a part of a million dollar 
fall better lighting campaign, The 
Westinghouse Electric & Mfg. 
Co. is sponsoring a 10,000 mile 
promotion tour to present job- 
bers’ salesmen and dealers with 
merchandising on lighting equip- 
ment. The sales story is being 
told by means of a miniature 
stage set showing actual appli- 
cations of the new equipment. 
An amusing skit is the vehicle 
for the message. 
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COLUMBIAN 






and ROPE must 
be STRONG, too 



























Globe Photo 
Columbian Tape-Marked Pure Manila rope is stronger, more durable and 
more flexible than ordinary rope. That’s because Columbian buyers in the 
Philippines are constantly alert to select the correct quality fibre for use in our 
rope. This fibre is graded and baled in our own warehouses on the islands, 
then processed by modern methods in our Auburn plant to make the rope 
which resists strain, water and wear-and-tear. 


Our exclusive method of waterproofing the individual fibres assures 
greater flexibility of handling when the rope is wet. Columbian is also lubri- 
cated. This minimizes internal friction and makes for longer life. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee Street, Auburn, ‘The Cordage City”, N. Y. 


Tape Marked, Pure Manila Rope 
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ALL ABOARD THE 


Again this year, the HARDWARE 
Ace Special will be carrying 
many of the hardware fraternity 
to the convention of the Ameri- 


can Hardware Manufacturers 
Assn. and the National Whole- 
sale Hardware Assn., Oct. 17- 


20, at the Marlborough-Blenheim 
Hotel, Atlantic City, N. J. The 
Special is a through train with 
no change at North Philadelphia 
and has modern, air-conditioned, 
all-Pullman equipment. 


Leaving Chicago, Saturday, | 


Oct. 15, at 11:00 a.m. it arrives 


in Atlantic City, N. J., Sunday | 


morning, Oct. 16 at 9 o'clock. 
Other connecting points have 
been arranged for the conven- 
ience of delegates coming from 
Kansas City, St. Louis, Cincin- 
nati, Columbus, Pittsburgh, 
Louisville, and other cities en 
route. 


The time schedule is: 


HARDWARE AGE SPECIAL 


Lv Chicago 11:00 a.m. 
Lv Fort Wayne 1:38 p.m. 
Lv Mansfield 5:24 p.m. 
Lew Camtom ..cces 7:05 p.m. 


Lv Pittsburgh 10:35 p.m. 


HARDWARE AGE SPECIAL 






CONNECTIONS 

Lv Kansas City 8:20 p.m. 

Oct. 14 

Ar CRICAGO ...0>% 8:35 a.m. 

Oct. 15 

Lv St. Louis 11:55 p.m. 

Oct. 14 

Ar Chicago 7:20 a.m. 

Oct. 15 

Lw Detroit .....; 12:40 p.m. 
Lv Toledo 2:05 p.m. | 

Ar Mansfield ...... 4:15 p.m. 

Lv Cleveland 6:10 p.m. 

Lv Youngstown 7:51 p.m. 

Ar Pittsburgh 9 :25 p.m. 

Lv Louisville ...... 7:25 a.m. 

Lv Cincinnati 1:00 p.m. 
Lv Columbus .. 3:55 p.m. | 

Ar Pittsburgh 8:25 p.m. 

Reservations may be made 


with any Pennsylvania Railroad 


representative or through Harp- | 


ware Ace, 239 W. 39th St., New 


60 . 


York City; 802 Otis Bldg., Chi- | 


HARDWARE AGE 
SPECIAL TO ATLANTIC CITY! 


cago, and 1836 Euclid 
Cleveland, Ohio. 


G-M HARDWARE & SUPPLY 
IS IN NEW BUILDING 
The G-M Hardware & Supply 
Co., wholesale and retail firm of 
Beaumont, Texas, has moved into 
a new building located at the 


| Beaumont. The new location is 
| in the center of that city’s indus- 
| trial district. 


August, 1930, as the G-M Hard- 
ware Co., Inc., at which time it 
| employed two people. The staff 
now comprises eight employees. 
At a meeting of the board of 
directors on Aug. 9, it was voted 
the charter and to 
change the firm name to the 
G-M_ Hardware 
Officers are G. E. Marioneaux, 
president; Mrs. Kittie Ogden 
Greer, vice-president, and Mrs. 
Betty Greer Ellis, secretary- 
treasurer. 

The concern handles, in addi- 
tion to a complete line of shelf 
hardware, the following prod- 
ucts: wire rope, pipe and casing, 
| forged steel flanges and welding 
| fittings, paint and lacquer, in- 
| dustrial insulation, fire brick and 


to amend 





cement, mechanical rubber goods 


|and rope. Other lines will be 


added. 


TEXAS GROUP TO MEET 
JAN. 24-26 IN HOUSTON 


The 4lst annual convention 
and exhibit of the Texas Hard- 
ware and Implement Assn. will 
be held Jan. 24 to 26, 1939, in 
|the Sam Houston Coliseum, 
Houston, Tex., with hotel head- 
quarters at the Texas State 


Hotel. Dan Scoates, College Sta- 


tion, is secretary. 


Ave., | 


corner of Archie and Bowie Sts., | 


The firm was incorporated in | 


& Supply Co. | 





LOVELL MFG. OFFERS $300 IN PRIZES 


FOR WINDOW DISPLAY PHOTOS 


The Lovell Mfg. Co., Erie, Pa., 
is offering $300 in prizes for the 
best window displays of all 
| “Lovell”-equipped washers dur- 
| ing National Washer and Ironer 
| Week Oct. 23-29, 1938. A total 
as follows: first prize, $100; 
$35; three fourth prizes of $25 
each and five fifth prizes of $10 
| each. 

The points upon which the dis- 
plays will be judged are sales ap- 
peal, unusualness, and attractive- 
j ness. Sales appeal will be 
| judged from the way in which 
| 





the display emphasizes any or all 
| of the following points: utility, 
| economy, convenience, labor-sav- 
ing features, sanitation, thorough 
| cleansing of fabrics. 

All washers used in the dis- 
play must be equipped with Lo- 
vell wringers. Other items closely 
related to home laundering mav 
| also be included in the window. 
| The Lovell company is offering 
| special promotional material for 
| the windows and the dealer must 
| use at least a part of this ma- 
| terial. Other material may also 


| be used. 


of 10 prizes will be distributed | 


second prize, $50; third prize, | 


Entries must be made in the 
form of a photograph of the dis- 
play—an 8 by 10 in. glossy print 
| preferably. No photos will be re- 
|turned and they become the 
| property of the company. The 
contest closes at midnight Nov. 
10, 1938, and winners will be an- 
nounced not later than Dec. 1, 
| 1938. Judges are: J. R. Bohnen, 
| secretary, American Washer and 
Ironer Mfrs. Assn.; L. E. Moffatt, 
— Electrical Merchandising, 

and Jack North, secretary, Elec- 
trical League, Cleveland, Ohio. 








| ANNUAL METROPOLITAN 


| ASSN. BANQUET 


The annual banquet of the 
Metropolitan Hardware Associ- 
| ation will be held Tuesday eve- 
| ning, Nov. 15, 1938, at the Hotel 
Commodore, New York City. An- 
thony Herrmann, 6729 Myrtle 
Ave., Glendale, N. Y. is chair- 
man. A ticket committee meet- 
ing will be held Thursday eve- 
ning, Sept 22, at 8 o’clock in 
Room A, Ballroom Floor, the 
Hotel Commodore. 











| OF 
| A substantial increase in busi- 
ness throughout the year 1939 
was predicted by H. D. Hudson, 
president of the H. D. Hudson 
| Mfg. Co., Chicago, in addressing 
| the company’s annual sales con- 


| ference held recently in Hastings, | 


| Minn. Among the 70 sales rep- 
resentatives from all 
United States, a distinctly opti- 
mistic tone prevailed during the 


; . . . 
four-day meeting regarding busi- 


over the 


ness conditions in general, and | 


| agricultural markets in particu- 
lar. 

“Tt is the unanimous opinion 

of everyone on our sales staff, 


H. D. HUDSON MFG. CO. 


regardless of the section of the 
country, that 1939 will produce 
ample gains,” said Mr. Hudson. 
“This sales meeting, therefore, 
has for its purpose the further 
education and preparation of our 
personnel for better service to 
| our customers, everywhere.” 

Making a complete line of 
| sprayers, poultry equipment, barn 
equipment and garden tools, the 
H. D. Hudson Mfg. Co. maintains 
sales offices and warehouses at 
Chicago, New York, Philadel- 
phia, San Francisco, Kansas City, 
| Minneapolis, Milwaukee and 
| Omaha. The firms general offices 
! are in Chicago. 
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After gathering in Chicago, 70 representatives of the H. D. 
Hudson Mfg. Co: boarded this special train on the Milwaukee 





Road for Hastings, Minn., to attend an annual sales conference. 
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View ... is the time to cash in on the profit- 


able Fall roller skate market with UNION HARDWARE. 
Plan TODAY to display the complete line of famous UNION 
HARDWARE Ball Bearing Extension Roller Skates in your store 


No. 4 and get off to a good start to more and better business this season! 


For Children 
Three generations of hardware merchandisers have discovered 


in UNION HARDWARE a name which means sustained quality 
and dependable performance. You, too, can rely on UNION 
HARDWARE Roller Skates. They sell at prices that assure rapid 
turnover and worth-while profits—win satisfied customers with 
these quick-to-appeal features: smooth running double ball 
bearing wheels, oscillating trucks cushioned in rubber, extension 
feature for easy adjustment to shoe size, formed steel loops to 
protect straps. 

Get in touch with your jobber NOW and arrange to stock or 
replenish UNION HARDWARE Roller Skates. He can supply 
you. In addition to the three popular skates illustrated, UNION 
HARDWARE offers other fast-selling models for both outdoor 
and rink skating. Catalog No. 17 describes and illustrates the 
entire line. Ask your jobber for a copy or write to 


UNION HARDWARE COMPANY 


No. 6 - Torrington Connecticut 
For Girls ws) 


UY NION 


HARDWARE COMPANY 


Roller Skates. 
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1939 TRIPLE CONVENTION 
CRUISE TO BERMUDA 


The 1939 convention of the 
American Supply and Machinery 
Mfrs. Assn., National Supply & 
Machinery Distributors Assn., 
and Southern Supply & Ma- 
chinery Distributors Assn., will 
be held aboard the S. S. Bremen 
on a cruise to Bermuda. The 
boat sails from New York on 
May 18, 1939. Passengers em- 
bark the evening prior to the 
sailing. The boat returns to New 
York the morning of May 23. 
Convention sessions will be held 
aboard the Bremen outward 
bound on May 18 and May 19 
and returning on May 22. Con- 
vention delegates will have two 
days ashore at Bermuda, May 20 
and May 21, during which golf, 
entertainment, and _ excursion 
trips will be the order of the day. 

On the convention cruise com- 
mittee are: chairman, W. A. Pur- 
tell, Billings & Spencer Co., 
Hartford, Conn.; Jack B. Dale, 
Briggs-Weaver Machine Co., Dal- 
las, Tex.; W. T. Ryan, Cutter, 
Wood & Sanderson Co., Cam- 
bridge, Mass.; R. S. Page, Henry 
Walke Co., Norfolk, Va.; Alvin 
M. Smith, Smith-Courtney Co., 
Richmond, Va.; H. R. Rinehart, 
505 Arch St., Philadelphia, Pa., 
and R. Kennedy Hanson, 1108 
Clark Bldg., Pittsburgh, Pa. 


1938 ALL-AMERICA PACKAGE 
COMPETITION OPENS 
The opening of the 1938 All- 
America Package Competition, 
sponsored by Modern Packaging 
magazine, New York City, has 
been announced by that publi- 
cation. The 20 classifications 
for the competition include: 
folding cartons; collapsible 
tubes; fibre cans; glass contain- 
metal containers; set-up 
paper boxes; plastic containers; 
machinery and equipment; coun- 
ter or shelf displays; floor dis- 


ers; 


plays; window displays; ship- 
ping containers; family group; 
opaque wraps, bags and en- 
velopes; transparent wraps, bags 
and envelopes; labels and seals; 
closures; rigid transparent con- 
tainers; miscellaneous, and Ca- 
nadian division. The competition 
closes Dec. 15. 


HARDWARE BOWLING 
LEAGUE GOES INTO ACTION 


The Chicago Hardware Bowl- 
ing League began its ninth con- 
secutive season on Sept. 19, at 
the Gold Coast Recreation, 1213 
N. Clark St., Chicago. All games 
will be played on Monday eve- 
nings at 8.15 and visitors are 
welcome. 

The league is sponsored by 
hardware wholesalers, dealers, 
and manufacturers and includes 
the following concerns: Lind 
Hardware Co., Clark & Barlow 
Hardware Co., Hibbard, Spencer 
Bartlett & Co., Payson Mfg. Co., 
Sargent & Co., Stanley Works, 
The Yale & Towne Mfg. Co., P. 
& F. Corbin and Corbin Cabinet 
Lock Co., Norton Door Closer Co., 
and the American Cabinet Hard- 
ware Co. Teams of the latter 
two firms are new entries for the 
coming year. 

Play will be for various prizes 
including the Hardware Manu- 
facturers’ Cup which is awarded 
the winning team. Another excit- 
ing race is anticipated because 
of the fair handicap allowances. 
The team representing P. & F. 
Corbin—Corbin Cabinet Lock 
Co. won the 1937-1938 race by a 
margin of a single game on the 
last night of play. 

Officers of the league for 1938- 
1939 are: president, Edward 
Dorpols, The Stanley Works; 
vice-president, M. E. Long, H. 
Channon Co.; treasurer, Fred 
Ralston, Payson Mfg. Co., and 
secretary, Walter Jorgenson, Sar- 
gent & Co. 


WITH NATIONAL BRASS 20 YEARS 


William Fitzimmons, in charge of plating and finishing opera- 
tions of the National Brass Co., Grand Rapids, Mich., is observ- 
ing his twentieth year of employment with the company and 


thirty-ninth year in his trade. 


At the age of 17 he began his 


apprenticeship to learn the art of plating. Today he is provided 

with a spotlessly white laboratory equipped with the most mod- 

ern research instruments with which to check each stage in the 
plating operations. 


DUNNING JOINS WEST COAST KALSOMINE 


AND NEW ENGLAND WHITING COS. 


Stanley C. Dunning has been 
appointed sales manager of the 
| New England Whiting Co., East 
Boston, Mass., and vice-president 
|in charge of sales of the West 
| Coast Kalsomine Co., Louisiana, 
| Good Hope, La. He was formerly 
| general sales manager of the 
| Muralo Co., Inc. 


Mr. Dunning will be located at 
| the New York office of the New 
| England Whiting Co., 101 Park 
\ - —_ —— — 


Ave. He was president of the 
New York Paint, Varnish & Lac- 
quer Assn., for the 1937-1938 
year and is a past secretary of 
that association. He served as 
chairman of the Water Paint 
Mfrs.’ Committee in 1933 and 
was a member of the Paint In- 
dustry Recovery Board in 1933- 
1934. From 1933 to 1937 he was 
a member of the executive com- 
mittee of the New York Paint, 
Varnish & Lacquer Assn. 


ROXYETTES HELP LAUNCH CLEMSON LAWN MOWER SALES CAMPAIGN 





AE ae = 


9) walt 


A feature of the recent three-day sales convention of Clemson Bros., Inc., Middletown, N. Y., was a dance number in which 
the above 24 Roxyettes from the Roxy Theatre, New York, and 24 Clemson Model C17 precision lawn mowers participated. 
W. E. Cross, vice-president directing sales, is seen at right; J. J. Wallace, assistant sales manager, is at the left. 
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WITH MEN WHO TAKE THEIR TOOLS SERIOUSLY... 





ae 
eer 

ee PP ere a 
ra rind 


tee 


Actually, there are no other pliers like CRESTOLOYS., 
The steel itself is different! It’s a special alloy developed 
by Crescent engineers working with several of the coun- 
try’s leading metallurgists. Then comes precision manu- 
facture in a plant where nothing but quality tools have 
ever been made. And finally... the gruelling tests which 
each individual tool must pass before it gets the blue 
and silver CRESTOLOY tag. 


This tag is your assurance that your CRESTOLOY 
PLIERS have already withstood punishment and abuse 
which would damage ordinary pliers beyond the point 


of usefulness. 


The dealer who sells CRESTOLOY PLIERS knows be- 
forehand that his customer will get more for his money. 
And that means greater good will and increased profits 
for the dealer. 


CRESCENT TOOL CO. 


JAMESTOWN, N. Y. 


30-121A 


CRESTOLOY 
PLIERS HAVE 


NO EQUAL 


After cutting a piece of hard- 
ened plow steel wire in this 
Testing Machine, every Crest- 
oloy Cutting Plier must then 
cut cleanly through a strip of 
-003” bond paper so that the 
end drops free. 








7 


LINEMEN’S SIDE CUTTING PLIER 
No. 1950 . . . 6”... $1.75 


& 
HEAVY DIAGONAL CUTTING PLIERS 
No. 542 . . . 7” . « « $1.35 





LONG NOSE PLIERS 
No. 1033 ... 6”... $1.25 


END CUTTING NIPPERS 
Me 7a. ss . 6... « GL 


Cuts above show only 4 of the 15 patterns 
in which Crestoloy Pliers are available. 
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CHARLES B. CHANCELLOR DIES 
WHILE ON BUSINESS TRIP 


Charles B. Chancellor, one of 
the most widely known travel- 
ing hardware men, passed away 
Sept. 3 in a hospital at Okla- 





CHARLES B. CHANCELLOR 


homa City, Okla. He was taken 
ill while on a business trip in 
Texas and was rushed to Okla- 
homa City so that he could be 


ago with the Simmons Hardware 
Co., of St. Louis, Mo. He later 
joined with the Ott-Heiskell Co., 
Wheeling, W. Va., and repre- 
sented the latter firm in West 
Virginia for a number of years. 


| Mr. Chancellor then organized a 


near his son, who resides in that 


city. 
Mr. Chancellor was a familiar 
and well-loved figure at 


hardware conventions throughout | 


the | 


wholesale hardware business of 
his own in Parkersburg, W. Va., 
which he operated as the Chan- 
cellor Hardware Co. 

Then Frank Baldwin, who had 
recently established a shovel fac- 
tory in Parkersburg, induced him 
to give up his hardware busi- 
ness and sell Baldwin 
throughout a large’ portion of 
the country. Some time after 
Mr. Baldwin’s death, Mr. Chan- 
cellor joined the Skelton Shovel 
Works, at Dunkirk, N. Y., and 
as a result of the merger which 
took place in 1930, he automat- 
ically became associated with 
The American Fork & Hoe Co., 
Cleveland, Ohio, for which con- 
cern he was traveling at the time 
of his death. 

A member of the Old Guard 


Southern Hardware Salesmen 


| and one of the first members of 


the country, where many of the | 


hardware fraternity came to 
know him well. His hardware 
experience began many _ years 





ARTHUR WILSON BRIGGS 


Arthur Wilson Briggs, 58, vice- 
president and treasurer of Deca- 
tur & Hopkins Co., 
Mass., and one of the best known 
credit men in New England, 
passed away Sept. 9 at Sawyers- 
ville, Canada. Death 


Boston, | 


came as | 


the result of a heart attack fol- | 


lowing an appendectomy. 

Mr. Briggs was born in Cam- 
bridge, Mass., in 1880. In 1895 
he entered the employ of Bald- 
win, Robbins & Co., leaving to 
enter the Spanish-American War. 





ARTHUR W. BRIGGS 
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The Texas Hardware Boosters, 
Mr. Chancellor’s absence from 
the gatherings of hardware men 
will be sorely felt. His lovable 
character had gained him a host 
of friends from coast to coast. 








Following the war he returned 


| to his position with the company 


which in 1910 was succeeded by 
the present Decatur & Hopkins 
Co. 

He was a member of the Bos- 
ton Rotary Club, a former di- 
rector of the Boston Credit 
Men’s Assn., and past president 
and treasurer of the Automotive 


and Radio Credit Club. His 
| widow survives. 
ALFRED KLEIN 


Alfred Klein, vice-president of 
the Supplee-Biddle Hardware Co., 
Philadelphia. Pa., passed away 
Sept. 3. Born in Philadelphia, he 
received an early education in 
the public schools there and at 
the age of 13 entered the whole- 
sale hardware business as an 
order clerk’s helper in the Bueh- 
ler-Bonbright Co., which com- 
pany was later purchased by the 
Supplee Hardware Co. At the 


| age of 20 he was put on the 
| traveling force of salesmen in the 


then prosperous hard-coal region 
of eastern Pennsylvania. Later 
he was recalled from the road 


| and placed in charge of the sales- 
| men. 


In 1914 the company merged 


shovels | 


| with the Biddle Hardware Co. 


| and Mr. Klein was elected vice- 
| president of the Supplee-Biddle 
| Hardware Co., in charge of sales, 








ALFRED KLEIN 


and was later elected to the di- 
rectorship of the consolidated 
company in 1920. 





WILLIS DUER THOMPSON 


Willis Duer Thompson, 85, 
president of the Thompson & 
Hoag Hardware Co., Concord, N. 
H., passed away at his home in 
that city on Sept. 3. He was 
vice-president of the Merrimack 


| County Savings Bank and a di- 





rector of the National State Cap- 
ital Bank, the Hage Belting Co., 
and the Capital Fire Insurance 
Co. He leaves his widow and 
a son, Willis D. Thompson, Jr. 





EDWARD H. HIPPEL 
Edward H. Hippel, 62, for 
many years a traveling salesman 
of Orgill Bros. & Co., Memphis, 
Tenn., passed away recently. He 
had been associated with the 
company for 47 years. 





GEORGE THOMSON MOORE 


George Thomson Moore, 39, an 
executive of Benjamin Moore & 
Co., paint manufacturer, New 
York City, passed away after a 
brief illness. His widow and twe 
children survive. 








(Washington Bureau 
of HARDWARE AGE) 


The Federal Trade Commis- 
sion, in an opinion regarded as 
a yardstick with which it will 
appraise all pending and future 
complaints against merchandis- 
ing plans involving “free goods” 
advertising, has ruled that the 
real test as to whether a partic- 
ular plan constitutes an unfair 
method of competition is whether 
there is a deception of the pur- 
chasers, in violation of the new 
Wheeler-Lea law. Otherwise the 
plan will not be frowned on by 
the FTC unless, of course, the 
practice is employed by a large 
concern in an effort to eliminate 
weaker competitors or unless a 
lottery method of chance device 
is used in the distribution of free 
goods. 

The Commission said: “Where 
the merchant, for the purpose 
of attracting new customers, 
sacrifices for a limited period of 
time, a portion of his normal 
profit on his entire line, he may 
receive no immediate direct profit 
from the transaction. 

“Under such _ circumstances, 
the ‘free goods’ offer is hardly 
deceptive, for the purchaser ac- 
tually does obtain the specified 
‘free goods’ at no additional cost 
over the ordinary and regular 
price of the merchandise re- 
quired to be purchased. As far 
as the purchaser is concerned. 
therefore, he actually receives 
the ‘free goods’ without cost. In 








FTC ESTABLISHES “FREE GOODS” YARDSTICK 
TO GOVERN FUTURE COMPLAINTS 


reality the practice in such case 
is a convenient and impelling 
method of calling attention of 
the public to price reductions in 
the goods which must be pur- 
chased.” 

On the other hand, the FTC 
said, if a merchant recovers any 
portion of the cost of “free goods” 
directly from the immediate 
transaction either by increasing 
the advertised price over the or- 
dinary and customary selling 
price or by substituting inferior 
merchandise for that ordinarily 
sold at the designated price, 
there is “necessarily a deception 
of the purchaser, for the so- 
called ‘free goods’ are not in 
any sense free.” 

The FTC added: “It is not 
sufficient that the purchaser be 
made fully aware of any condi- 
tions before the transaction is 
finally consummated. He should 
be fully apprised of all the terms 
and conditions of the offer at its 
very inception, in order for there 
to be an assurance that no de- 
ception is involved in the trans- 
action. 

“Any deception of the pur- 
chaser, whether occurring during 
the initial stages of the trans- 
action, that is, in the advertise- 
ment first attracting the cus- 
tomer’s attention to the ‘free 
goods’ offer, or at any other stage 
of the transaction, is sufficient to 
render unlawful any so-called 
‘free goods’ offer, even though 
all their terms and conditions 
may be later fully explained.” 
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MYTH *1. Urban centers are the primary markets 
for everything. 

MYTH *2. Farm people are too busy to read in 
the summertime. 

MYTH *3. Top of column position is essential. 


MYTH *4. A right-hand page is better than 
a left. 


MYTH *5. You're “buried” if you’re in the back 
of the book. 


ROCK-OLA violated ali of these well-worn advertising 
fetishes; advertised in Farm Journal, in July; advertised in the 


middle of a column, on a left-hand page, more than three- 
fourths of the way back in the book—and with these results: 


"It has already brought in over two thou- 
sand inquiries and they are STILL coming, 
at the rate of about sixty a day." 


Q. E. D. People will read anytime about things 
which are interesting or important to them. 


1,365,000 modern farm families read Farm Journal 
month after month because it is interesting — because 
it brings important last minute agricultural news 
and information of life and living — because it 
helps them meet immediately the current problems 
of their now highly competitive business of farming. 


Farm Journal's modern editorial formula, based on 
4-day writer-to-reader service, has exploded many 
advertising myths —has established a new year- 
round high in reader interest — new records for 
keyed returns. 
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400 & Ono $1. CHICAGO 
TELEPHONE DELAWARE 3800 


Mr. John Patterson 
Farm Journal 

180 HB. Michigan Avenue 
Chicago, Illinois 


Dear Mr. Patterson: 


August 10, 1938 


The three-inch ad on Rock-Ola Motor Scooters in the 


July issue of Farm Journal was a real 


"Bob Cat”. 


It has already brought in over two thousand inquiries 


and they are STILL coming, at the rate 
a day. 


of about sixty 


The Rock-Ola list included 17 magazines, trade journals, 
Farm Journal leads the list both on 


and farm papers. 
total number of inguiries and cost per inquiry. 





With all due credit to the superior merchandise of our 
client, and (blushingly) our own good COPY: I thought 
you would be interested in this testimonial to the 
readership and pulling power of Farm Journal. 


Sincerely, 


En Ad 


K. A. Ford 
FORD, BROWNE & MATHEWS 
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WILLIAM W. GEACH, 

until his retirement on Jan. 1, 

1938. a veteran traveling sales- 

man for Hibbard, Spencer, 

Bartlett & Co., Chicago, IIl., 

wholesale hardware distribu- 

tors, began his hardware 

career in 1881 at the age of 

16. He first worked, on a 

part-time basis, in the hard- 

ware store of Geach & Moore, 

Granville, Ohio, in which his 

father was a partner. Two 

years later he became a full 

r = time salesman in the store. 

os * = In 1890 he began his long 
, ite career as a traveling salesman 
by taking a territory for Smith 
Bros. Hardware Co., Colum- 
bus, Ohio, wholesale hardware distributors. Two years 
later he went with Hibbard, Spencer, Bartlett & Co., Chi- 
ago, to open a new territory for that concern. His ter- 
ritory included but four stores that had previously placed 
orders with the company. Until his recent retirement he 
covered practically the same territory as that in which 
he began his long affiliation with Hibbard, Spencer, Bart- 
leit & Co., his territory having embraced a large section 
of Ohio, including 25 county seats. Until his retirement 
he enjoyed calling on a number of hardware stores which 
are now operated by the grandsons of men whom he 
«called on as a newcomer among wholesale hardware 
salesmen. In his 55 years of full time activity in the 
hardware business he has enjoyed good health, having 
had but one serious illness, and a six months’ leave of 
absence, in 1915. His hardware career started in the 
days when the base price of nails was 84c. per keg. 
While he does not admit having any particular hobby 
his older customers often said of him that his favorite 
pastime was hard work. Other than serving as a director 
of the Dean & Barry Co., Columbus, Ohio, paint manu- 
facturers, for the past 30 years, he has had no business 


WILLIAM W. GEACH 
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Fifty Year 
Club 


interests other than those of the concerns by which he 
was employed. Because of his desire to devote his entire 
time to the hardware business he has several times re- 
fused to serve on the boards of local banks, in Granville, 
Ohio, where he has always made his home. 


ROBERT B. M. COOK, 
celebrated his golden anni- 
versary with Russell, Burdsall 
& Ward Bolt & Nut Co., Port 
Chester, N. Y., on July 5. To 
commemorate that milestone 
in his long career the officers 
of the company presented him 
with a suitably engraved gold 
wrist watch. Mr. Cook, al- 
though past 70, enjoys good 
health and active responsibil- 
ity as assistant general man- 
ager of sales and a member of 
the board of directors. He is 
a genial and friendly man who 
enjoys having a wide circle of 
friends throughout the United 
States in the bolt and nut and 
allied industries. When he joined the company he was 
but one of five employees in the offices. Mr. Cook’s 
first position was as a stenographer, his duty being to 
transcribe in longhand letters dictated by officials of the 
company. It was not until several years later that the 
first typewriter made its appearance in the company’s 
offices, with telephones and electric lights being installed 
at even later dates. Following seven years of secretarial 
work Mr. Cook became a traveling salesman, pioneering 
for his company, some of the New England territory. 
Later he began to cover practically all of the eastern part 
of the country, from Maine to Florida and much of the 
other country east of the Mississippi. A successful career 
as a traveling salesman brought him the greater respon- 
sibilities of serving his company as assistant general 
manager of sales and as a director of the organization. 
He has three hobbies—the bolt and nut industry, fishing 
and camping. Mr. Cook is president of the Red Spot 
Fishing Club, Umbagog Lake, Maine, having founded the 
group about 30 years ago. Whenever he can find the 
time he goes up to his club, which is five miles from 
the nearest road and 40 miles from the nearest railroad 
station, to catch salmon and trout. He is a Mason, a 
member of the Sons of the Revolution and has been a 
member of the world famed New York A.C. for more 
than 40 years. To him the bolt and nut business is both 
his life’s work and his chief hobby, yet he has found time 
to assist in directing the activities of the Port Chester 
Savings Bank, which he has long served as first vice- 
president. 


ROBERT B. M. COOK 
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COATED ABRASIVES 
THE COLOR-STRIPE LINE 


The Clover Color-Stripe line of Coated Abrasives represents the last word in efh- 
ciency and work-value. Flint, Emery, Aluminum Oxide, Silicon Carbide and Gar- 
net supplied in sheets, rolls, belts and discs. Everything the wood-worker, painter 
and metal-worker requires—and of a quality and work-value rarely found, and 
seldom equaled. 


Sell Clover Color-Stripe Abrasive Papers and Cloths. Your customers will see how 
much better they really are, and, once tried, will never be satisfied with the or- 
dinary kind. 


It’s not the first sale, but repeat business that brings real profits. YOU GET 
THESE PROFITS WITH THE CLOVER LINE! 


CLOVER MFG. CO. NORWALK, CONN. 
ALSO MAKERS OF THE FAMOUS 
CLOVER GRINDING AND LAPPING COMPOUNDS 














Brilliant, cheery, always new-looking, 
popular price .. . everyday utility which 
women recognize at a.glance . . . Everedy 
Chrome Cooking Utensils have everything 
for quick sale, repeat business and wel- 
come profits! It’s a complete line of 
multi-purpose accessories. Best of all, they 
end the housewife’s meanest task forever 


... THEY NEVER NEED SCOURING! 


Doun'Z Delay Write today! Ask for full details 


about Everedy’s new 1939 line of modern utensils for modern 


housewives! “Cash in big” on the national swing to chrome. 


5 EAST STREET, FREDERICK, MARYLAND 


/ YORK SHOWROOM ® 225 FIFTH AVE 
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New and Improved Merchandise 


Window 


Keystone Hand Saw Line 
Henry Disston & Sons, Inc., Phila- 

delphia, Pa., has announced a new line 

of Keystone made by Disston hand 





saws. Maker states each of these Key- 
stone saws have been stepped up in 
value and one has been lowered in retail 
selling price to enable the dealer to 


Red Arrow Ice Skates 


For men, women, boys, and _ girls. 
Made also in hockey and racer models. 
Maker states shoes are of fine quality 
leather, scientifically treated to insure 
Rolled stee! 


tube is welded and soldered for strength 


durability and comfort. 


Trims — 


FOR RETAIL 
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Display Helps—Sales Literature 





New Packages — New Colors — Catalogs 


meet competition and still have a busi- 
ness-like margin. In addition to the 
seven numbers, K-] to K 6% retailing 
at $1.00, $1.25, $1.50, $1.75, $2.00, $2.35 
and $2.35 for the 26-inch lengths, Dis- 
ston also announces the new Keystone 
hand saw display stock—a_ balanced 
stock of 12 Keystone hand saws plus a 
sturdy attractive display. Display con- 
sists of two sets of black lacquered wood 
legs, each with four slots to the front 
and four slots to the rear. Each pair of 
legs is riveted together at the top with a 
flush rivet, and the top is slotted in a 
special manner to take the upper dis- 
play card. The two cards for the 
bottom slots, front and back, are the 


same. All cards are lithographed in 
yellow black. The display, together 
with an illustrated, brief instruction 


sheet, telling how to assemble the dis- 
play and illustrating how it may be 
used in three ways, is packed with the 
assortment of 12 saws. Total retail 
value is $19.20. Dealer’s cost is $12.80, 
leaving margin of $6.40. 


and durability. Runner of special al- 
loy steel is especially heat treated and 
sharpened so that one may skate for 
long periods of time before sharpening 
is required. Skates are also designed 
to fit natural contour of the shoe. 
Garner Ice Skate Co., 4442-48 West 
Roosevelt Road. Chicago, Ill. 





King Electric Cattle Guard 
One of these units will provide five 
miles, or approximately 500 acres of 


electrified fence. Only the proper 





amount of voltage and current to give 
an efficient but harmless shock and pre- 
vent cattle or stock from _ breaking 
fences, is given off. Both the King 
Cattle Guard and charged wire are 
simple to install. Made in two models: 
Type A has meter which in very damp 
or wet weather indicates if there is any 
drop in voltage due to leakage from the 
charged wire. A switch for wet or dry 
weather is provided to compensate for 
this loss. Meter indicates when position 
of switch should be changed. Pilot light 
lights up if charged wire becomes 
grounded. Type has pilot light but not 
the meter. The Electric Heat Control 
Co., 9123 Inman Ave., Cleveland, Ohio. 


File Catalog 

Catalog R-17 issued by the Grobert 
File Corp. of America, 3 Park Place, 
N. Y., illustrates more than 200 dif- 
ferent kinds of rotary files, hand cut, 
rasp cut and milled cut. 
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“We’ll Handle You Right” 


WHITE 


AS Haus 


That Point 


By 















Our Ash Handles 


graded according to 
S.P.R. No. 76 


e-\ > 


QUALITY 


Good handles depend primarily on the stock 
and how it’s treated and utilized. The B-I 
Line is made of good, sound White Ash with 
great density of texture—that’s why they're so 
tough. From start to FINISH, they are prop- 
erly seasoned, inspected and graded. Thus 
high quality throughout, with strength, elas- 
ticity, balance and attractive appearance. 
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Our ASH _ Line in- 
cludes agricultural han- 
dles, as well as Miscel- 
laneous handles, such as 
Pike Pole, Ice Hook, 
Boat Hook, Telegraph 
Shovel, Post Hole Dig- 
ger, etc. 


“Who is this guy what spends so 


much ?”’ 


*‘Just a man who came in for a box of 


CROSS Tacks six years ago. I’ve been CONTINUITY 


selling him ever since!”’ 


OF SUPPLY 


| A most important factor in your selling handles is having a de- 
pendable source of supply to assure UNIFORMITY. Our timber 
resources, well equipped moderm plant and other facilities make such 
POSSIBLE. FIFTY YEARS’ experience in making Hickory and 
Ash Handles enables us to know the exacting requirements through- 
out the world. So you are insured a repetition of quality and type. 


| Baruner-Ivory 
| The "Buy" Line of Too! Handles 


There's lasting economy in such singular quality, and our DAILY 
DOZEN of 1200 Ash and Hickory Handies make an ample capacity 
for any one’s needs. 





If you haven't our catalog and price list write Dept. 6-A. 
Sample handles will also be sent interested jobbers. 
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The ‘Buy’ Line of Tool Handles’ 


RUNER-BVORY 








EAST JAFFREY, N. H. Copr. 1936 sy W.W. CROSS &CO..INC 
WRITE FOR DETAILS OF DISPLAY STAND OFFER 


Theyre Uniformly Strong 
Net a Cripple in a (arboud 
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Hickory and Ash Handles 
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“Defiance” Tool Table 


This practical display table for “De- 
fiance” tools is being offered to dealers 
for half the cost of construction. It 
measures 7 ft. by 2 ft. and is designed 
to fit on any standard display table, or 
on a stand constructed to hold it. Made 
of wood and metal and finished in blue 


Apex Washers 


The new line of washers announced 
by the Apex Rotarex Corp., Cleveland, 
Ohio, includes several new developments 
and features a new agitator called the 


Spiral Dasher. This agitator has three 
vanes, each being perforated with both 
vertical and horizontal cleansing ridges. 
Designed in a spiral, each vane forms 
a spreader cup at top and bottom of 
agitator that is said to force clothes out- 
ward and to prevent tangling. Another 
feature is the “free running” mech- 
anism. Gears operating agitator are 
so constructed that they are disengaged 
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and orange. Partitions, platforms and 
special tool holders display tools to ad- 
Table is available to dealers 


” 


vantage. 
at a special price with either “Defiance 
tool assortment “A” (containing 325 
tools) or the “B” assortment (contain- 
Stanley Tools, New 


ing 177 tools). 


Britain, Conn. 








when agitator is not operating. Wringer 
mechanism runs free from excess drag. 
New line has 10 model Apex washers, 
four with pumps, four without pumps, 
and two gas engine washers. Tub 
capacities are 9, 8, 7, and 6 lbs. of 
clothes. Finished in all white with satin 
aluminum finish. Tubs are porcelain 
inside and out. Metal parts are Bond- 
erized and finished in white enamel. 


Knapp Electric Shaver 


Has “2 in 1” removable and reversible 
shearing head with slots .009 on one 
side for fine whiskers and .011 wide 
on the other side for coarse whiskers. 
This permits man using the razor to 
shave with the wide slots on the heavy, 
coarse portion of his beard and then 
switch to the smaller slots for a close 


shave under his neck or elsewhere 
where whiskers are finer. Maker states 
angle of the shearing head permits user 
to shave with same free motion of the 
blade type safety razor. Motor is high- 
speed, triple-pole rotary type. Wick 
oiler minimizes necessity for frequent 
oiling. Two models available: De Luxe, 
finished in ivory with gold-plated shear- 
ing head and packed in genuine Mark 
Cross leather case, including unbreak- 
able magnifying mirror, to retail at 
$15.00 and the Standard model, finished 
in black and chrome and packed in a 
fabrikoid covered metal box, to retail 
for $10.00. Knapp-Monarch Co., St. 
Louis, Mo. 


Household Gloves 


These Swaggerette gloves for house- 
hold chores are made of Latex coated 
fabric and have many uses in the home 
and garden. They are said to be dur- 
able, dirt-proof, water-proof, and snag- 
proof and are easy to slip on and off. 
Special deal includes 12 pair Swagger- 
ette gloves in assorted sizes and colors 
—two pair small, six pair medium, 








four pair large—seven pair green, three 
pair salmon, two pair black. Packaged 
in Cellophane. Dealers’ cost, $3.60; re- 
tail value, $5.88. Suggested retail sell- 
ing price per pair, 49 cents. Edmont 
Mfg. Co., Coshocton, Ohio. 


Steel Utility Cabinet 


This steel utility cabinet, 37% in. 
high and 29% in. wide, is suitable for 
small parts, prints, electros, catalogs 
and other small merchandise. It has 
27 drawers, is made of cold rolled steel, 
electrically welded and finished in olive 
green. Retails at $15.00. Dealer dis- 
counts available from manufacturer, 
Standard Steel Products Co., 380 Main 
St., Poughkeepsie, N. Y. 
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It Stops ’em DEAD 


No. 3533 DEAD LOCK 


No customer who examines this 
impressive Eagle Dead Lock 
will ever question its husky 
holding qualities. Its looks are 


enough. They compel sales. 


The Eagle Quality Line 
Night Latches Store Door Sets| Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets! Cabinet Locks Machine Screws 


eicte {Be iE CO. 


26 Warren Street-- New York. 


Branch Offices: 
521 Commerce St. 179 N. Franklin St. 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill. Boston, Mass. 
Works at Terryville, Conn. 
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Pattern Makers 





RECOMMENDED TO ALL 
WHO VALUE ACCURACY! 


| Russell Jennings Auger Bits, forged from 
| special, high-carbon steel, are micrometrical- 
ly sized, hand sharpened, and individually 
tested in tough hickory. The result: long 
service, accuracy of size, keen cutting edges, 
and uniform quality. 


Because of this, a generation of pattern, 
cabinet and furniture. makers—and numerous 
others specializing in high grade work— 
have used the genuine Russell Jennings bit 
as a matter of good business. 


Hardware dealers and jobbers,.in turn, have 
found it good business to keep representa- 
tive stocks always on hand. 


NEW CATALOG JUST OUT 


Jobbers, dealers send for your file copy now. 


we YN es D er Za { 
J J 


. 2) C] € 
AUGER BIT 


Manufactured Only By 
THE RUSSELL JENNINGS MFG. CO. 


CHESTER, CONN. 





Semi-Concealed Door Closer 


A new type of door closer of semi- 
concealed design and of medium price 
has recently been announced by the 
Russell & Erwin Mfg. Co., New Bri- 
tain, Conn. This Russwin “400” Semi- 
Concealed Door Closer is said to utilize 
the practices of sound hydraulic engi- 
neering plus the accepted standards of 
fine automotive designs. All parts of 
the “400” are accurately machined to 
precision tolerances. The closer is of 
rack and pinion design; the pinion of 








one piece alloy steel and the rack of 


drop-forged alloy steel are thoroughly 
heat treated with high speed and bear- 
ing surfaces ground to limit of 5/10,000 
of an inch. Springs are of the helical 
compression automobile valve type. Ex- 
tremely long piston 1% in. in length, 
is ground on centers on limits of 3/10,- 
000 of an inch. Valves are dual in con- 
trol plus a new patented feature, 
“silence adjustment”. Throughout the 
closer, there are eighteen case or pack- 
hardened parts. The broken arm prin- 
ciple of door control is used. Top rail 
of the door has been selected as the 
logical place to apply this closer, as it 
is readily accessible and requires few 
special details. There is but one size 
of mortise for all five sizes of spring 
capacities. All sizes are interchange- 
able in the same mortise. 


Kluge Shaver 

Among the features of the Kluge 
Shaver are a self-starting feature; a con- 
stant high speed motor which operates 
at 14,400 cutting strokes per minute; 
requires no oiling or attention, and does 





Double Barrel Air Rifle 


The new Daisy double barrel repeat- 
ing air rifle is a 100-shot repeater— a 
duplicate of high-priced double guns. 
It has automatic force-feed in each 


Portable Spot Display 


Suitable for spot displays of refrig- 
erators, stoves, washing machines, ra- 
dios, etc. Display can be moved and 
turned about easily. Dealer’s own copy 
can be used on the advertising panels 
in the canopy. Display is sturdily built, 
attractively finished and equipped with 


r. 
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strong ball bearing casters. Display 
sells for $16.50 f.o.b. Westcott Chuck 
Co., Inc., Display Division, Oneida, 
M.S 


not cause radio interference. Shaver is 
enclosed in attractive Bakelite case, 
with powerful synchro-magnetic motor 
and Swedish steel cutting head. Has 
two-year guarantee. Shaver uses hair 
cutting principle. Retails at $7.95. Kluge 
Vig. Co., Racine Wis. 





barrel. Automatic safety insures against 
accidental discharge. Oval hardwood 
stock and engraved jacket. Retail sell- 
ing price is $5.00. Daisy Mfg. Co., 219 
Union St., Plymouth, Mass. 


Free Folding Rule 


One No. 63P Blue Tip folding rule 
will be given by the Master Rule Mfg. 
Co., Inc., 815 E. 136 St., New York 
City, free—rule for a rule—on all orders 
for the following rules: No. 306 Master 
inside measure tape rule—-$1.00 each 

-with precision lock, $1.25 each; No. 
206 Monitor tape rule—80 cents each; 
8 models of metal end folding rules— 
from 45 cents to 90 cents each, and No. 
66 Blue Tip folding rule—30 cents each. 
One dozen limit of the No. 66 allowed 


on each order. 


Dandelion Puller 


Maker states this dandelion puller gets 
the entire dandelion, root and ail, with- 
out leaving an unsightly hole in the lawn. 
The new Norcross has no springs nor 
levers. Its especially designed thin 
blade is said to penetrate easily the 
toughest sod. The packing of the soil 
around the root (within the concave 
blades) usually dislodges the weed. 
Two wing-like projections at the top 
of the blade engage the crown of the 
weed as the tool is withdrawn. Handle 
is shaped white ash with smooth wax 
finish. Head is forged from one-piece 
carbon steel—blade is brightly polished 
and lacquered. Foil label on handle il- 





lustrates and explains correct way to 
operate tool. Each tool is individually 
inclosed in paper tube. Length over 
all is 45 in. C. S. Norcross & Sons, 
Bushnell, Tl. 
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(PATENT PENDING) 


RIVETLESS SOCKET GRAIN SCOOP 





A new and revolutionary develop- 
ment in grain scoops which is 
meeting with instant approval 


“wae 


Steel 
wherever it is shown. Here are the cap on 
outstanding features of the Rivet- Fm if 


less Socket Grain Scoop. 


1. Smooth socket—Elimination of 
rivets from the socket makes it 
possible for the user to slide hand 
over socket without encountering 
sharp or rough edges. 

2. Less possibility of handle break- 


age at socket. Handles which are 
not bored are approximately 12% 

















Smooth surface 
of socket 


3. Handle securely fastened to 
scoop by a rivet at the frog. Back 
of socket is welded to approxi- 
mately 2” from top. End of handle 
is reinforced with steel, which 
makes it impossible for rivet to 
spread or pull loose when scoop 
is subjected to shoveling strain. 


4. The lower end of handle is 
covered with a metal cap which 
protects handle and adds to ap- 
pearance of tool. 























5. Rehandling can be easily ac- 
complished by removing head of 








stronger than those bored for rivets. rivet and extracting. 


Back view of the ABW 
Rivetless Socket Grain Scoop 


Aik Your Jobber 
AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. + NORTH EASTON, MASS. 


ABW PRODUCTS 
Shovels © Spades * Scoops 
Forks Hoes ¢ 

Post Hole Diggers 
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Show Customers How They Roll 


Demonstrate “ACME” Ball Bearing Casters,—show 
how smoothly “ACMES” roll in any direction. Then 


let the customer try it and,—a sale is made. Dealers 
everywhere use this method to sell more “ACMES.” 


: « nY) 
GoM 


BALL BEARING 


(ASSEN tits 


The ball bearing feature of “ACME” Casters makes 
moving furniture a pleasure on floors, rugs and carpets. 
Heavy furniture moves with ease. Here is the modern 
caster that appeals to every housewife who takes pride 
in her home. Demonstrate “ACMES” and increase 
your caster sales. 


NE ON THE COUNTER 








THE ScHAtz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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Berle Warns Against Blanket Remedy 
for Adjusting Competitive Situation 


Views as “fair” criticism directed against New Deal 
technique of indulging in shotgun imposition of 
regulations without adequate definition of stand- 
ards. Says legislating competition won't work 


EMBERS of the National 

Economic Committee, in 

whose hands rests the re- 
sponsibility of writing a broad anti- 
monopoly program for Congressional 
consideration, have been warned by 
A. A. Berle, Jr., Assistant Secretary 
of State, and intimate White House 
adviser, that the committee is in dan- 
ger of starting its inquiry with some 
“unwarranted assumptions” and pre- 
conceptions, one of which is that 
small business is necessarily com- 
petitive. 

In a memorandum originally pre- 
pared as confidential material for 
the committee but which was later 
released when portions of the report 
“leaked out” through unknown chan- 
nels, Mr. Berle takes the view that 
there is little foundation for the as- 
sumption that “small business and 
the prices it charged were the result 
of competition.” 

The New Deal adviser points out 
that from his observations “such 
competition as there has been, curi- 
ously enough, came from large scale 
enterprise; mail order houses,. and 
later the chain stores.”’ He adds that 
the theory that prices were adjusted 
by competition under the old small 
scale production in small towns 
“simply was never generally true.” 
He also discounts the argument that 
small business is more humane than 
large, insisting that high speed com- 
petition in the garment industry, for 
example, is as likely as not to pro- 
duce socially undesirable conditions, 
depreciating the quality as well as 
the price of the manufactured prod- 
uct and exploiting the workers. 

Mr. Berle’s report said that it was 
his belief that “the huge preferen- 
tial position of large scale units in 
obtaining capital is the greatest 
single factor in encouraging large 
scale as against small scale indus- 
trv” and that there is almost no 
machinery by which a concern can 
enter the capital markets on decent 
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By L. W. MOFFETT 


Washington Representative 
of Hardware Age 


terms to obtain capital of less than 
$3,000,000. 

Another edge given the large unit, 
he notes, is the use it can make of 
mass buying power. Even with the 
Robinson-Patman  anti-price_dis- 
crimination act, Mr. Berle reports 
that “a considerable amount of privi- 
lege survives” although he denies 
that a lower price for large or con- 
tinuous orders is necessarily wicked 
or uneconomic, and concedes that it 
may be true that the cost of dealing 
with a single customer is less than 
the cost of dealing with many. He 
raises the question of what happens 
to the suppliers under these circum- 
stances and adds: 


What Is Efficiency? 


“It may well be that so-called ‘ef- 
ficiency’ is not a real saving, but con- 
sists of shoving the cost item of 
production from the back of the buy- 
er to the back of the seller or by him 
onto the back of labor. It would be 
interesting, for instance, to know 
whether the real profits of a chain 
store corporation came from the fact 
that, in place of many small shop- 
keepers, there are now a highly ex- 
ploited group of so-called ‘store 
managers,’ on the distribution side 
and a highly exploited group of 
small suppliers on the production 
side.” 

Treating such subjects as Senator 
O’Mahoney’s Federal licensing pro- 
posal and certain New Deal regula- 
tions with refreshing frankness, Mr. 
Berle calls the O’Mahoney bill “in- 
teresting” and embodying “a_bril- 
liant and apposite method of con- 
trol.” But he warns that unless the 
reason for the control and the result 
to be achieved is accurately arrived 
at, such a program would mean very 


little. Individual corporations _li- 
censed, he declared, would be mere- 
ly economic dictators with manage- 
ment control being replaced for a 
more or less responsible political 
control unless “very careful stand- 
ards are laid down.” 

He characterizes as “fair” the 
criticism directed against New Deal 
technique that it indulged in shotgun 
imposition of regulations without ade- 
quate definition of standards, and 
concludes that legislating competi- 
tion “simply does not work out.” In 
any event he warns against applying 
a blanket remedy for all fields of 
business enterprise. “Where a high 
degree of competition will accom- 
plish the result, that should be the 
method used,” he asserts. “Where a 
high degree of cartelization under 
suitable control will accomplish the 
result, that should be the method. 
Where quasi-public ownership pro- 
duces the result, use that. The 
answers will be different in different 
fields.” 

Discussing the controversial un- 
distributed profits tax which split 
New Deal officialdom and provoked 
the enmity of Senate Finance Com- 
mittee Chairman Harrison, Mr. 
Berle points out that a high undis- 
tributed surplus tax gave big units 
“‘ a perpetual franchise, not only to 
stay large, but to be the only large 
corporation in existence.” 

He points out that the undis- 
tributed surplus tax was adopted on 
the theory that corporations today 
could be trusts for the perpetual 
accumulation—that is, go on accum- 
ulating income and adding it to cap- 
ital without limitation. He recognizes 
the necessity of such a restriction, 
explaining that through compound 
interest a few corporations could 
eventually control the whole coun- 
try. He adds, however, that while it 
restricted their growth, at the same 
time, it effectively precluded the 
possibility of the small units ever 
catching up. 
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. HANDIEST GLOVES EVER 
THEIR PREFERENC MADE FOR HOUSEHOLD USE 
Is YOUR PROFIT Fabric _ * Rubber Outside 


BETTER VALUES AND 
GREATER EYE-APPEAL 
MAKE MERCURY BICYCLES 


THE BUY OF 1938 


Women like Swaggerettes, instantly. They buy 
on sight. Made of colorful latex coated fabric 
and smartly styled, Swaggerettes have all the 
advantages of rubber plus the greater strength 
and comfort of fabric. They can be slipped on 
and off so easily and do not bind the hands. 
Ideal for hundreds of year around household 
and outdoor uses, Swaggerettes will quickly 
bring anew high in glove sales and profit for you. 


Nationally Advertised 


It pays to keep Swaggerettes 
— out front where women can see 
GUARANTEED and try on these handier gloves. 
Be You'll cash-in on the national 
advertising reaching millions 
of women in Good Housekeep- 
ing, ,American Weekly and 

American Home magazines. 





ORDER FROM YOUR WHOLESALER NOW 


Deal includes one dozen Swaggerette gloves, assorted 
sizes and colors — 2 pair Small, 6 pair Medium, 4 pair 
Large — 7 pair Green, 3 pair Salmon, 2 pair Black. Pack- 
aged individually in cellophane. Beautiful 3-color counter 
display merchandiser FREE. 


COST $3.60 RETAIL $5.88 YOUR PROFIT $2.28 





EDMONT'S SUPERIOR QUALITY LATEX 
COATED WORK GLOVES 


x a” A complete line of quality work 
by a = gloves for men and women offer 
ed retailers more profit opportuni- 
ties. Long wearing and comfort- 
able they build profitable repeat 
business. Men's gloves feature 
curved fingers in several styles. 
Ask your wholesaler or write us 
oe Oe sas 
Sa MURRAY OHIO MFG. CO. EDMONT MFG. CO., COSHOCTON, 0. 
fb oe 


CLEVELAND, OHIO 
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The partly-empty No. 66 Retail File 


Display Unit for Nicholson Files speaks 
for itself in this picture taken in the 
Kenmore Supply Co., 615 Kenmore 
Bivd., Akron, Ohio. Mr. G. V. Britton, 
proprietor, states that it has accounted 
for 2 healthy increase in the sale of 
quality files. ‘‘It reminds people to buy 
files,”"’ he adds, ‘‘increasing the number 
of files bought at one time by a customer, 
and selling all the files 
There's not a dead item in the whole 


uniformly. 


unit.”’ 

Praise like this from hundreds of men 
behind the counter has definitely estab- 
lished the No. 66 Display Unit and its 
66 cellophane-wrapped fast-sellers as the 
new way to sell files. It belongs in your 
store, making easy sales and good 
margins for you. Put one in your want 
hook now. Nicholson File Company, 
Providence, R. I., U.S. A., Canadian os 


Plant, Port Hope, Ontario. 


NICHOLSON 
FILES 
“A FILE FOR EVERY PURPOSE” 
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By L. W. MOFFETT 


Washington Representative 
of Hardware Age 


HE Federal Trade Commission 

has announced that Montgom- 
ery Ward & Co., Chicago, has 
entered into a stipulation to discon- 
tinue representing that the gas floor 
furnaces it sells possess certain ex- 
clusive features, when in fact, such 
features are incorporated in com- 
peting products. The commission 
said that the company also will 
cease advertising that its furnaces 
will produce perfect combustion and 
not permit the leakage of gas. 


x ke * 


Spurred by the President’s appeal 
for expansion of the country’s social 
security system, the Social Security 
Board is expected to complete short- 
ly a three-month study which may 
mean eventual broadening of the act 
to include 16,000,000 farm laborers, 
domestic servants, dnd other casual 
workers. Fly in the ointment of 
such broadened coverage is the al- 
most insurmountable job of collect- 
ing old age insurance contributions 
from thousands of migratory work- 
ers and non-record-keeping employ- 
ers. 

x k * 


Heretical, some Administration 
zealots think, was the forthright, in- 
cisive, “confidential” report made by 
the very intellectual A. A. Berle, Jr.. 
Assistant Secretary of State, to the 
National Economic (monopoly) 
Committee. Directing  criticism- 
yet a sane, moderate criticism, free 
of dogmatism—-in all directions, 
Mr. Berle. one of the original brain 
trusters, cracked the New Deal 
sharply with the penetrating com- 
ment that “a fair criticism of the 
technique of the New Deal has been 


that it indulged shotgun imposition 
of regulation without adequate defi- 
nition of standard.” Mr. Berle re- 
leased the complete report to the 
press after having been convinced 
that throught “planted leaks” were 
being fed to certain columnists. Mr. 
Berle resigned nine days after the 
report was made public. Adminis- 
tration denials to the contrary it is 
commonly believed that there is a 
connection between the report and 
the resignation. 
x k * 


Adding to the alphabetical maze 
in Washington, two nascent groups, 
both products of the last Congres- 
sional session, are prompting har- 
assed Government clerks to coin new 
symbols for fingertip reference. The 
regenerated NRA, less the trade 
practice provisions, may be _ identi- 
fied as the FLSA——Fair Labor Stand- 
ards Administration. The new five- 
man board empowered to exercise 
broad administrative powers over air 
commerce becomes the CAA—Civil 
Aeronautics Authority. 

* 2? @? 


Utah’s Senator King, lone-wolf of 
the anti-monopoly committee and 
outspoken opponent of the Tydings 
resale price maintenance law, has 
launched his own independent mon- 
opoly inquiry. Convinced that the 
committee is White House domin- 
ated and heavily overbalanced on 
the side of the executive depart- 
ments and skeptical of the O’Ma- 
honey licensing proposal, Senator 
King has been luke-warm to the 
committee’s work from the start and 
took with a grain of salt statements 
from other committee members that 
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the activities would not be an as- 
sault on business. He plans to sub- 
mit the results of his independent 
findings if he feels the committee is 
straying from its traces. 

x xk * 


The undistributed profits tax feud 
of last session in which President 
Roosevelt and Senate Finance Com- 
mittee Chairman Harrison were 
spearheads on opposite sides of the 
tax fence is echoing in Treasury De- 
partment corridors. Assistant Secre- 
tary John W. Hanes is expected to 
line up with the Harrison faction 
against Treasury General Counsel 
Oliphant. when the original tax plan 
is revived in the Treasury’s next tax 
revision program, on the grounds 
that it would further handicap bus- 
Another headache on the tax 
front to New Deal. inner councils is 
Assistant Secretary of State Berle’s 
statement that the undistributed pro- 
fits tax gave large corporations a 
perpetual franchise to stay large and 
have an exclusive field. 

x & 


iness. 


In contrast with the bluster, bally- 
hoo and confusion which raged with- 
in and around NRA, preliminaries 
to effectuate the new wage-hour act 
have been instituted quietly and 
sanely, with no fanfare or grandiose 
conceptions. If the law is workable 
the belief is almost universal in 
Washington that, granted he is not 
interfered with by higher-ups. it will 
be put into succegsful operation by 
Elmer F. Andrews. The former In- 
dustrial Commissioner of New York. 


by his abundant common sense. his 
experience and _ fair-mindedness, 
made a distinctly favorable impres- 
sion by the manner in which he took 
up his new duties, the reasonable 
approach for setting up small indus- 
try committees and the early selec- 
tion of industries to be studied with 
their sub-wage standards. But at 
best Mr. Andrews has many head- 
aches ahead of him. One of the 
worst and longest will be the selec- 
tion of labor representatives of in- 
dustries without getting mixed up in 


the AFL-CIO cat-and-dog fight. 
xk* 


Will President Roosevelt attempt 
to force his undistributed profits tax 
through the next Congress? He will 
if he thinks he can. That is the pre- 
vailing view in Washington. The 
White House undoubtedly has not 
got over the sting it suffered when 
this measure was defeated at the re- 
cent session and if the President 
thinks he can turn the defeat into 
victory he will do it. But the man 


who, more than any other, sent the | 


White House bill to its doom, is even 
more hostile to it than ever, if pos- 
sible. He is Senator Pat Harrison. 
Democrat of Mississippi, Chairman 
of the powerful Finance Committee. 
Not only will Harrison _ bitterly 
oppose the White House undistri- 
buted profits tax but he is already 
urging liberalization of prevailing 
levies. Also, says the Senator, de- 
spite White House soft-pedaling on 
this delicate subject, increased taxes 
and less spending are necessary. 





Work is Never Cheapening 


by SULLIVAN, in his syndi- 
cated column, “Looking at 
Hollywood,” April 16, reported a 
speech made by Bob Burns, radio 
and movie comedian, at the ban- 
quet of the Beverly Hills Junior 
Chamber of Commerce. Burns told 
how, after the expiration of a 
$300-a-week contract, he 
hesitated about taking an offer of 
$80 for a week’s theater engage- 
He thought, perhaps, ac- 
ceptance of the lower salary would 


movie 


ment. 


cheapen him. He asked Will 
Rogers for advice. 

“The idea in this business is 
never to stop working,” said 


Rogers. and he told how he was 
glad to play engagements at low 
wages in intervals between more 


lucrative contracts. 
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“I know actors who have laid 
off so long, waiting for what they 
consider their salary rate, that 
they ain’t worked since Lincoln's 
Gettysburg address,” said he. 

Burns took the advice. “And 
that’s why I’m here today,” he 
told the young business men— 
“because I’ve just kept a-workin’ 
doing the best I could and taking 
whatever money I could git. So 
long as you’re workin’ you ain’t 
cheapening yourself. Rogers was 
dead right!” 

That is good logic and sound 
advice. If more executives with 
salaries in six figures had heeded 
it in recent years, there might 
have been less jumping out of 
high windows. 

—Printer’s Ink editorial. 











Here’s another retailer with merchan- 


dising problems just like your own who 
agrees that the No. 66 Retail File Display 
Unit for Black Diamond Files is a sound 
investment. Mr. C. H. Hershey and 
other clerks in the store of W. L. Zimmer- 
man, Intercourse, Pa., are warm in their 
praise of the Unit. The fast-selling Mill 
and Saw Files, each wrapped in cello- 
phane, almost sell themselves. The 
colorful display ‘‘tradts up’’ the price 
customers into buyers of quality files 

sells them two or three at a time instead 


of only one. 

These 66 fast-sellers belong on your 
counter. Ask your jobber salesman on 
his next call. 


Providence, R. I., U.S. A. 


Nicholson File Company, 


Cana- 


dian Plant, Port Hope, Ontario. 


BLACK DIAMOND 


FILES 
Since 1863 The Standard of Quality 





The New Chicago Model Store 


Chicago Retail Hardware Association 
installs ultra-modern establishment 
in the Merchandise Mart in Chicago 


N its new glistening, dazzling all- 

steel dress, the model store of 
the Chicago Retail Hardware Asso- 
ciation is prominent among the 
hundreds of display rooms and of- 
fices in the famous Merchandise 
Mart in Chicago. 

Serving the association’s member- 
ship as a guide for advanced meth- 
ods of merchandising and display, 
the model store was completely re- 
decorated with steel fixtures manu- 
factured and installed by the Uni- 
versal Equipment Co. of Chicago. 
Every single item, including wall 
sections, tables and display ac- 
cessories, was changed. New window 


interiors, floor coverings and store 
lighting, were installed. 

The store occupies an area of over 
1200 sq. ft. All of the wall and 
table space is occupied by merchan- 
dising samples of the country’s fore- 
most manufacturers of hardware and 
housewares lines. To those manu- 
facturers this model store serves as 
an advertising and display medium 
from which many an important con- 
tact and sale originates. The mer- 
chandise displays receive the atten- 
tion, not only of members of the Chi- 





Crystal shelves and enameled steel wall cabinets give added lustre to 


highly polished electrical appliances. 


There is no crowding. Each item is 


orderly arranged and a mass effect of beauty and neatness is obtained. 
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cago Retail Hardware Assn., but 
also of the hundreds of retail mer- 
chants from all parts of the United 
States for whom the Merchandise 
Mart is a display Mecca. 

The visitor on approaching the 
store, is first arrested by the at- 
tractive windows on either side of 
the entrance. These window en- 
closures are entirely carpeted and 
have backgrounds of pure white 
enameled masonite, boldly setting 
off the major appliances or other 
key items on display. J. C. Amis, 
secretary of the association, believes, 
as do so many successful merchants, 
that neutral window backgrounds 
center attention upon the merchan- 
dise displayed. 

Upon entering the store, one’s first 
impression is of seeing a merchan- 
dise exposition, especially arranged 
to show up brilliantly the greatest 
variety of goods. The center of the 
store is occupied by three complete 
table-islands of four tables each. 
These tables, designed by the Uni- 
versal Equipment Co., are of the 
three-deck type, permitting merchan- 
dise to be displayed on three sepa- 
rate levels and giving the greatest 
amount of display space per square 
foot of floor area. The table tops 
are dressed with glass bins and 
metal and glass risers of various 
kinds, each one designed to show off 
a particular type of merchandise. 
The entire array of table merchan- 
dise is one of both beauty and neat- 
ness, giving evidence of scientific 
display planning; no hodge-podge of 
items stacked on table tops but 
everything in its proper place ar- 
ranged according to relative sales 
and profit values. 

Probably the most significant fea- 
ture of the wall sections is the 
absence of pilasters or dividers be- 
tween sections. These sections, 74 
ft. high and 4 ft. in length, are 
joined without any visible separa- 
tion. It is a pleasing effect to see 
an uninterrupted wall of merchan- 
dise display instead of the usual 
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Uninterrupted eye-passage is an important feature of the newly decorated 
all-steel model store of the Chicago Retail Hardware Association. While 
the general effect is that of a mass display, each item stands out by itself 
and receives its due attention. Display tables are terraced and constructed 
entirely of steel. 


“blinders” betweenesections that in- 
terrupt the customers’ view down 
the side wall. 

The sections are built of smooth 
steel, finished in attractively con- 
trasting shades of baked-on enamel. 
The rear mounting panels are of 
enameled tempered masonite. These 
wall sections are readily assembled 
or dismounted so that changes of 
location can be made without a great 
deal of alteration or cabinet work. 

Along the left wall of the store is 
arranged an attractive display of 
small electrical appliances, standing 
out boldly on crystal shelves and on 
broad ledges. Following these are 
the house-cleaning supplies in a 
practical wall case, eight feet in 
length. The case has a service ledge 
with space behind it for inserting 
brooms, mops and brushes. On the 
ledge, in glass bins, are displayed 
the polishes, cleaners and_ bottle 
goods making up this line. This ar- 
rangement makes possible an ex- 
tremely neat and complete house- 
cleaning unit in a small concentrated 
space. 

Against the right wall one sees 
first builders’ hardware, correctly 


SEPTEMBER 22, 1938 


sampled, on masonite panel doors. 
A stock of builders’ hardware is 
contained in the drawers behind the 
doors. Then follows tools of all 
kinds displayed both on flat con- 
tinuous wall panels and on glass- 
binned ledges. Toward the end of 
the right wall is sporting goods and 
gift merchandise. 


Old Time Bear Trap 
REMINDER of the days when 


bear roamed in the forests of 
the South is this old handmade bear 
trap displayed by D. E. Lowery & 
Son at Madisonville, Tenn. It weighs 
50 Ib. Because of the scarcity of 


bear these traps have not been used 
in this section of Tennessee for 
many years and for this reason the 
old trap makes an interesting win- 
dow display. 












IT’S IN THE 
1938 MERCHANDISE 
DIRECTORY NUMBER 
OF HARDWARE AGE 


Here is a 4-page condensed Fence 
Catalog that you have in the July 28, 
1938 Merchandise Directory Number 
of Hardware Age. This catalog in- 
formation covers all standard farm 
and poultry fence styles, also numerous 
special PITTSBURGH lawn fences, 
and other,items. It is a handy refer- 
ence catalog that you can use no matter 
what brand of fence you buy. Only 
PITTSBURGH Fence, however, offers 
you the bright, premium hot-zinc- 
coated, copper-bearing steel wire at 
standard prices. 

If you do not have a copy of the 
Hardware Age Merchandise Directory, 
we shall be glad to send you a separate 
copy of this 4-page Condensed Fence 
Catalog as illustrated. 


PITTSBURGH STEEL CO. 


1621 GRANT BUILDING, PITTSBURGH, PA. 


Pittsburgh 
Fences 
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The Grand Specialties Line 
of Door Holding Devices 


A supplementary builders’ hardware educational 
article furnished by the manufacturer of this line 


HE Grand Specialties Co.. 
Chicago, Ill, originated the 
practical fulcrum or lever 
type door holder in 1921, and 
since, improved its line of lever 
type door holders to where they 
can be furnished in any lever 
length, and will hold on tile, glass, 
or waxed floor. 

The Grand Adjust door holder, 
with patented adjustable lever, 
allows for 15/16 in. adjustment 
after installation. When the floor 
level is changed, or a rubber mat 
is placed in doorway, adjustment 
can be made without removing 
holder from door. 

The success for the action of 
the Grand lever door holders is 
attributed to the patented steel 
rubber-covered shoe, which per- 





The Grand Adjust door holder 
with patented adjustable lever. 
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Editor’s Note- The material and illustrations for this article were fur- 
nished in their entirety by Grand Specialities Co., Chicago, Ill., at the 
invitation of this publication. This article is offered our readers as a 
supplement to the editorial educational series entitled “Taking the Mys- 
tery Out of Builders’ Hardware,” in the belief that such supplementary 
information has genuine value in the study of this subject. Harpwart 
Ace has invited all American manufacturers of builders’ hardware to 
supply similar illustrations and explanations of their respective lines. 
stressing any unusual or patented features. We believe that this is a con- 
structive program that will give our readers very tangible additional 
value in the study of our series “Taking the Mystery Out of Builders’ 
Hardware.” In no sense is the publication of this article an endorsement 
of the statements, therein, on the part of the publishers. It is our sole 
desire to inform our readers as completely as possible on this subject. 
All manufacturers have been and are again invited to furnish simila: 
material, at their earliest convenience. This article is by A. M. Sasgen. 
Grand Specialties Co., Chicago, Il. 


Showing lever set to grip 
uncovered or tiled floor. 





The Grand Universal overhead hinge type door holder. 
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Set to grip any thickness covering. 
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mits door holder to stand 11, in. 
from the door. 

Sufficient rubber is molded to 
the steel shoe insert to prevent 
marring of floor and rubber 
“mushrooming,” when pressure is 
applied to holder. The shoe has a 
lug for easy raising by foot, and 
screw on side for easy replace- 
ment. 

The Grand Universal (hinge 
type) overhead door holder and 
stop and shock absorber is con- 
structed with these latest, ex- 




















Detail of the Grand non-skid, 
steel reinforced, rubber shoe. 


STEEL REINFORCED | 
| 


clusive improvements: ball bear- 
ing ends, loose-proof center disk, 
steel stud holding spring shock 
absorber, and automatic adjust- 
able release, requfring from 20 
to 80 lbs. pressure to release door. 

The Grand Universal holder 
may be used with floor type or 
overhead door checks. 

Door check manufacturers all 
furnish special brackets to drop 
overhead door check the required 
distance for correct installation of 


door holder. 


G-E Household Cement 


A cement with Glyptal (alkyd 
resin) base, for household and_all- 
purpose use, has been announced by the 
General Electric Co., Bridgeport, Conn., 
appliance and merchandise department. 
Called G-E Household Cement, it is 
said to have the exceptional adhesive- 
ness and flexibility inherent in Glyptal, 
itself a G-E development. Cement is 
supplied in handy-to-use tubes packed 
six to a display carton. Suggested re- 
tail selling price of tubes is 25 cents 
each. Cement may be used to mend all 
common types of material including 
glass, china, wood, metal, leather, cloth. 
papers, etc. It dries quickly, is trans- 
parent and resists oil and water. 
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MILLERS FALLS COMPANY 


Greenfield, Massachusetts 
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Here is the concluding installment, Part III, 
of this series. It contains suggestions which 
should be valuable to those identified with... 





The Amazing Stove Business 


HIS is the third time I 
have written the third and 


final article on “the amaz- 
ing stove business.” For the pres- 
ent I have decided to discard the 
first two drafts of this article. In 
the two previous drafts, at the ex- 
pense of a lot of time, study and 
research, I attempted to show the 
total amount of the stove business 
of all kinds in the United States, 
and the relative sales of the vari- 
ous kinds of stoves, that is—wood 
and coal, gas, oil, combination 
coal and gas, and electric. These 
studies would probably have been 
of interest to stove manufactur- 
ers, but it is a question in my mind 
whether they would be of general 
interest to the retail hardware 
trade. Another thing is that the 
amount of matter I collected is so 
large it could only with great dif- 
ficulty have been compressed into 
an article of this length. 

The kind of stoves used in a 
community after all depends 
very largely upon local condi- 
tions. For instance, wood stoves 
naturally are only sold where 
wood is plentiful and cheap, coal 
stoves where coal is plentiful and 
cheap and gas stoves where there 
is an ample supply of gas at low 
prices. The oil stove fills a par- 
ticular niche under certain condi- 
tions, and last but not least, the 
sale of electric stoves and ranges 
depends upon the availability of 
electric current at a reasonable 
figure. 

Let me say in passing I am 
convinced after these studies that 
what is most needed in the stove 
business is a thorough research 


82 


By SAUNDERS NORVELL 


of the entire industry, and a de- 
pendable book written as a result 
of this research. There is cer- 
tainly plenty of material for such 
a book. My conversations and 
correspondence with manufactur- 
ers and dealers in various kinds 
of stoves and ranges indicate a 
lack of knowledge and study of 
the industry as a whole. Present 
conditions in the sale of this prod- 
uct of course are fairly well 
known to the manufacturers, but 
what is going to happen to the 
stove business as an industry in 
the next five years in my judg- 
ment has not been carefully 
studied and figured out on the 
basis of present known facts. 


‘Industrial Cannibalism” 


At a certain convention I heard 
one of the greatest experts on 
selling outline plans for the han- 
dling of salesmen to increase 
stove sales. But when this gentle- 
man had finished his very inter- 
esting address I suggested to him 
that while all he had to say was 
valuable to the manufacturer who 
desired by more intelligent sell- 
ing to take business away from 
his competitor, and while of 
course there will be the inevitable 
battle of one kind of stove taking 
the place of another, this method 
of selling after all is a form of 
what I would call “industrial can- 
nibalism.” In a word, one manu- 
facturer or a group of manufac- 
turers making certain kinds of 
stoves, eating up other manufac- 
turers making other kinds of 


stoves without any actual in- 


crease in the total number of 
stoves of all kinds sold by the 
industry. 

In my judgment, what the stove 
industry needs is a_ carefully 
planned campaign to increase the 
sales of all kinds of stoves and to 
place the right kind of stove 
where it logically belongs on ac- 
count of conditions previously out- 
lined. 

As I have written before, I 
have had many letters from stove 
manufacturers, jobbers and retail- 
ers. These letters clearly outline 
their problems and some of them 
also are very critical. In this 
third draft of my article I have 
decided not to use these letters 
because the question arises in my 
mind how much good will be ac- 
complished by the pot calling the 
kettle black. 

These articles are written for a 
hardware journal that caters 
mainly to hardware jobbers and 
retailers. Therefore it seems only 
reasonable that here I should at- 
tempt to indicate how more stoves 
of all kinds can be sold through 
the channel of the stove manufac- 
turer to the jobber to the retailer 
in one instance, or by the stove 
manufacturer selling direct to the 
larger class of retailers who buy 
in carload lots. I am informed 
on competent authority that about 
25 per cent of the average run of 
stoves is sold by the manufacturer 
through the jobber to the retailer. 
Now, as these hardware jobbers 
who are selling stoves, and as 
these retailers who are buying 
their stoves from the jobbers 
seem to be satisfied with this ar- 
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rangement, the natural inquiry is 
why shouldn't more hardware 
jobbers sell stoves. 

There are a number of leading 
hardware jobbers who | am re- 
liably informed are doing a large 
and satisfactory business on 
stoves. They must be able first to 
satisfy the retail hardware dealer. 
and they also must be able to 
make prices that put these retail- 
ers in a position to meet competi- 
tion from mail order houses and 
others selling direct to consumers. 
The question arises in my mind 
therefore, how many jobbers who 
wish to increase their volume 
have recently studied the stove 
situation with the idea of pushing 
the sale of stoves? Probably 
some of these jobbers, and I am 
quite sure this is true. have pre- 
conceived ideas based more on 
impressions than facts, that they 
cannot satisfactorily sell stoves, at 
a profit. Would it not be a good 
idea if the stove manufacturers as 
an industry should start a cam- 
paign of giving facts and figures 
to the powerful hardware jobbing 
industry which is doing such valu- 
able work in distributing similar 
lines for other manufacturers? 


They Go Elsewhere 


One point that stands out in 
my mind is that jobbers in add- 
ing new lines of goods frequently 
go entirely outside of the hard- 
ware line. They seek their cus- 
tomers in other fields, while here 
is a business, as I have written in 
previous articles, that started 
originally with the retail hard- 
ware trade, and a business that 
logically should be handled by 
retail hardware dealers. All ex- 
perienced salesmen know that it 
is a common thing either in sell- 
ing new lines or in reviving old 
ones to be up against a state of 
mind. The buyers believe certain 
things to be true. Whether these 
things are true or not does not 
make any difference, and they 
might as well be true if the buyer 
believes them. What have the 
stove manufacturers of the coun- 
try done to actually convince the 
hardware jobbers that it will be 
profitable for them to sell stoves. 
and that the sale of stoves will 
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lead to the sale of many other 
kitchen accessories that have be- 
longed and always will belong in 
the hardware business? 

Therefore, I make the sugges- 
tion to the manufacturers that 
they take up this study in a seri- 
ous, not a cannibalistic way, with 
the idea of putting the distribu- 
tion of stoves on a basis that will 
be more orderly and also more 
profitable and convenient for the 
retail dealer. 


Business Has Drifted 


The stove business in recent 
years has drifted in a large mea- 
sure from the retail hardware 
trade to department stores, furni- 
ture dealers and public utility out- 
lets. The main reasons for this 
are in two outstanding facts that 
must be constantly considered in 
the stove business as it is con- 
ducted today. In the first place, 
the stove is an intimate family ar- 
ticle. The stove directly concerns 
women. Women are the stove 
buyers of the country. Women do 
most of their buying in depart- 
ment stores. It is to be regretted. 
but it is a fact, not that the hard- 
ware stores have lost the women’s 
trade because until recent years 
they never had it, but that they 
have not kept more rapid step 
with the modern trend in which 
women more and more have be- 
come the great factors in buying 
household supplies. Another fac- 
tor in the sale of stoves and how 
this sale had drifted to larger re- 
tail establishments, is that retail 
hardware stores as a rule are 
small stores. They haven't the 
space, while department stores 
and furniture stores, by reason of 
the character of their business, 
have the space in which to dis- 
play a wider assortment of stoves. 
But beyond these two reasons 
there is still another, probably the 
one of the greatest importance in 
stove sales, and that is the fact 
that stoves are sold by department 
stores, mail order houses, chain 
stores, furniture stores and utility 
organizations on the installment 
plan. These stores have organized 
themselves to handle this business. 

The modern stove in value is a 
large unit of sale, and this large 
unit naturally can be handled 










































Here’s a handy wrench 
set that is selling fast. 

It's the “Star S” — five 
wrenches held firmly in 
a spring clip container. 
10 openings ranging in 
size from 3” to 1”. 

Dealers find these sets 
move fast, build good will 
and sell other items. 

Be sure to include 
“Star S” wrench sets in 
your next order. 


The Vichek Tool Company 


3001 E. 87th Street 
Cleveland, Ohio 
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and increased under present con- 
ditions by liberal installment 
terms. Therefore it seems to me 
it is up to the stove manufacturer 
and to the jobber handling stoves 
to devote more time, thought and 
attention to the proper systems 
for putting the retail hardware 
dealer in a position to handle in- 
stallment business. Almost every 
leading manufacturer of stoves is 
familiar with that class of busi- 
ness, and has used it in selling de- 
partment stores and _ furniture 
stores, but it is a question in my 
mind whether manufacturers have 
developed this idea with the me- 
dium-sized and small retail hard- 
ware stores. There is a great field 
for constructive work here. 

Most of the stove manufacturers 
are using an installment financing 
plan which is put out by the Com- 
mercial Investment Trust of New 
York City. There are two parts 
to the general plan, one is a floor 
plan which enables the dealer to 
pay for his floor samples on an 
installment basis, and the other is 
a consumer plan which permits 
the ultimate buyer to divide his 
payments over 12 to 24 months, 
depending upon the purchase 
price.. Any further information 
you may wish to obtain on this 
type of installment buying may be 
obtained from Mr. Brinsley at the 
New York City office of the Com- 
mercial Investment Trust. 


Tackle the Job! 


Now naturally with the retail 
hardware dealer comes the ques- 
tion of space. I believe this handi- 
cap, the lack of space, can be 
overcome if the retail hardware 
dealer will tackle the job with 
both hands. In motoring around 
the country, passing through 
large towns and small villages, | 
see a good many vacant stores. 
These stores are often vacant be- 
cause of the drift of business 
from one part of town to another. 
They are frequently only a few 
blocks distant from the business 
center of the town. Wouldn't 
it be possible for an enterprising 
retail dealer to make an econom- 
ical arrangement to take over one 
of these vacant stores and in this 
space establish his line of sample 
stoves, washing machines, vacuum 
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cleaners, etc. This store might not 
even be kept open all the time. 
But when a prospect is found, 
how simple it would be to take 
him or her to this other store and 
show the samples. Of course | 
am not unmindful of the fact 
when | look over the illustrations 
in HarpwareE AGE that many 
hardware stores in the pictures 
that are presented carry in their 
stores complete lines of stoves 
and other accessories that go with 
stoves. Since I have been writing 
these articles I have been espe- 
cially interested in these store il- 
lustrations, and the illustrations 
tell their story. 

It also must be considered that 
stoves, washing machines, vacuum 
cleaners, etc., like bathrooms and 
toilets, have become an _ actual 
part of the modern house. A 
stove is just as much a part of 
the house as the front door. It is 
conceivable that a house might 
get along without a front door, 
but it certainly cannot take care 
of a family without a stove. It is 
this fact that has led to large sales 
of stoves by furniture dealers. 
When they were supplying the 
bride and groom or the new ten- 
ant with the necessary furniture, 
a stove was a logical part of the 
equipment. So the stove and the 
furniture all together became a 
part of the installment purchases. 
Retail hardware dealers do not 
have furniture, but they do have 
in other lines so many things in 
the way of household equipment 
that to fit out a young couple or 
a new tenant makes a very sizable 
order, and there is no reason why 
this should not be handled on the 
installment plan. 

Quite a while ago in one of my 
articles I called attention to the 
daily shopping hours of the 
women of the country. As a mat- 
ter of fact, in order to make the 
statement dramatic I said that 
10,000,000 women in this country 
were shopping on an average of 
two hours a day each. In a word, 
there were 20,000,000 shopping 
hours every day. Now this shop- 
ping on the part of women may 
not be quite as extensive as I have 
indicated. It is hard to prove the 
facts, but anybody who knows 
anything about the habits of 
women in this country does know 


that they devote a large part ol 
their time to what they call shop- 
ping. This shopping, unfortu- 
nately, is not always buying. 
They combine the actual necessity 
of purchasing the needs of their 
families with what one might call 
social shopping. It is a fact, as 
Ripley says, whether you believe 
it or not, that many women go out 
shopping just for the pleasure of 
meeting their friends, the salesmen 
and the saleswomen in the stores. 
Besides, this shopping is cultural. 
The women study the latest de- 
signs in hats, in clothing, in 
household decoration. An aggres- 
sive, intelligent campaign on sell- 
ing stoves and other related items 
should divert a considerable part 
of this stream of women shoppers 
into hardware stores. All of this, 
of course, is simply a matter of 
show window dressing, sampling 
and salesmanship. 

There is one thing to be said 
of the stove and that is, it is a 
high-priced item. It is a large 
unit of sale, and besides that, it 
carries along with it the sale of 
many other smaller items. From 
this standpoint alone, the stove 
business is well worth the consid- 
eration of every retail merchant. 


Here’s a Suggestion! 


In my address in Cincinanti | 
made a suggestion just for the 
consideration of the manufactur- 
ers that I believe had consider- 
able value. When I made it I no- 
ticed a number of the gentlemen 
present took out their notebooks 
and made notes. That was an en- 
couraging sign that my idea was 
not wasted. The stove business it- 
self is a very seasonable business. 
The average manufacturer could 
fill up certain times of the year 
with work on another line if that 
line fitted in with his business. 
Some of the greatest rewards of 
sales management have been the 
discovery and exploitation of 
things that the consumer wants, 
where the field has not been com- 
pletely saturated. One of these 
fields, in my judgment, is the 
bathroom and house toilet. I un- 
derstand that only a small per- 
centage of the total number of 
homes in the United States have 


their own bathrooms and inside: 
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toilets with running hot and cold 
water. You can’t have a success- 
ful bathroom without hot water, 
and you can’t have hot water 
without a _ heating apparatus. 
The heating apparatus naturally 
falls in the field of the stove 
manufacturer. He produces heat. 
Stove manufacturers are foundry 
experts. How simple it would be 
for them to make a cast iron 
enameled bathtub, a cast iron 
enameled wash basin, and a cast 
iron enameled toilet. All of these 
things are exactly in their line. 
Combine a water supply and heat- 
ing, and you have all the essen- 
tials for a bathroom. Why 
shouldn’t the stove manufacturers 
step into this field? Of course 
you might say this belongs to the 
plumbers, but plumbers do not 
produce heat, and based on heat- 
ing the field belongs to the stove 
people. At any rate, all over this 
country there are substantial 
homes that are crying for a mod- 
ern bathroom to be installed. It 
is a great field, and someone, on 
a large scale, is going to pre- 
empt this field. 

It will take years to supply the 
demand. If you will ask the aver- 
age man in any family which 
lacks these facilities, he will tell 
you the thing he wants most is a 
modern bathroom in his house. | 
can even envisage a connection 
between the kitchen stove and the 
bathroom that will supply the 
hot water. 

In conclusion, we are either en- 
tering or are just about to enter 
upon a tremendous wave of home 
building. There is a great short- 
age of homes in this country. As 
every building goes up stove and 
stove equipment will be neces- 
sary. It seems from all the signs 
of the times that there was never 
a better opportunity than the 
present for an industry-backed 
campaign on the possibilities in 
the sale of all kinds of stuves, 
both cooking and heating. 


Wheelbarrow Catalog 


Catalog No. 54, on wheelbarrows, 
scrapers, etc., has been issued by The 
Fairbanks Co., 393 Lafayette St., New 
York City. Of 18 pages, the catalog is 
profusely illustrated and gives complete 
specifications and descriptions of the 
many wheelbarrows in the Fairbanks 
line. 
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A NATURAL 


Fast Selling 
FALL and WINTER 
STAPLE 


September starts the peak lamp 


selling season of the year— 
shorter days and longer nights 
bring extra night-time use—and 
extra sales and profits to jobbers 
and dealers who push this quick- 
selling household necessity. If you 
are not getting your share of the 
light bulb sales and profits your ter- 
ritory should bring you—Sun-Glo 
can help with a proposition it will 


pay you to investigate. 


Sun-Glo Lamp Works, Inc. 


Subsidiary of Wabash Appliance Corp. 


335 Carroll Street 


OFFICES AND WAREHOUSES 


Brooklyn, N. 


Y. 


IN PRINCIPAL CITIES 





















Every leatherneck old trapper 
knows it. Every freckle-faced 
youngster knows it. It is the 
best-known mark in trapping. 
That big, bold V stamped on 
the pan of a trap means that 
it is a genuine Oneida Victor 
or Oneida Jump. To trappers 


The trap that trappers know 





VoLUME 


in steel trap business 


it is a mark of reliability and 
quality. To you it is a solid 
guarantee of merchandise, 
known the world ’round, sal- 
able—at a profit. 

Order from your jobber 

or write us for catalog. 


ANIMAL TRAP COMPANY 
OF AMERICA °- LITITZ, PA. 
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sl L SUPER-OIL 
PORTABLE 
HEATERS 


@The new models of the Ypsilanti 
Super-Oil Portable Heaters are 
ready. This famous heater has been 
sold for thirty years. It gives instant 
heat the moment it is lighted, and 
burns with a white-hot flame. It is 
clean, odorless and smokeless. There 
are six attractive models. The chilly 
fall days ahead are the ideal time to 
sell these heaters. We will help you 
with counter cards, advertising fold- 
ers and newspaper mats — all free. 


Mail the coupon for the complete story. 


UNITED STOVE CO. 


YPSILANTI, MICH. 





Send the complete story on Ypsilanti 


4 Heaters and Free Selling Helps. , 


Address 


BRI) SUI - Sains scesevindiceisenssuinecccnhhibimnenioltobaderntesseesaiiladien 
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The Bonus As a 
Sales Aid 


Bonus plans, equitably arranged, prove 


strong selling incentives and give 


inside employees, as well as the sales 


staff, greater interest in the success- 
ful conduct of a business. A three-way 


bonus plan is here explained in detail 


By RAY C. NEAL* 


President, 
R. C. Neal Company, Inc. 
Buffalo, N. Y. 


r YO many employers, as well 
as employees, the word 
“bonus” is distasteful. Gen- 

erally speaking, it is distasteful 

from the employers’ side from the 
angle that extra terms of payment, 
bonuses, etc., as an incentive to 
stimulate sales effort should not be 
necessary, and from the employees’ 
side, in many cases, it is objec- 
tionable because they feel that the 
amount of the bonus is something 
to which he, the employee, is en- 
titled, but which is held back in 
many cases by an employer with 
the idea of either making the em- 
ployee work harder, or of making 
the employee feel that he is get- 
ting some extra consideration. 

Happily, we firmly believe in 
the bonus system and so do our 
employees. We are confident that 
rightly presented and adminis- 
tered, a fair bonus system can be 
invaluable in many ways to both 
employee and employer. 

We established the bonus system 
in our company in 1934. It was 





* An address before the Triple Mill 
Supply convention at Pittsburgh, Pa., 
May 10. 1938. 





RAY C. NEAL 


done deliberately with the thought 
in mind of making it an effective 
means for stimulating sales effort. 
and at the same time obtaining the 
best of relations between our em- 
ployees and the company during 
periods of increasing business as 
well as through periods of declin- 
ing volume. Through a cordial re- 
lationship, based on close coopera- 
tion with petty differences and 
jealousies eliminated, sales effort 
is encouraged. Too many bonus 
systems that are presented seem 
to take care of situations and con- 
ditions only for the time at which 
they are instigated; thereby, they 
lose their effectiveness. A bonus 
system which is continually 
changed is not apt to give both 
employee and employer the aver- 
age advantage to which they both 
are entitled during a full cycle of 
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WORKS FOR YOU! 


T’S SURPRISING to some folks 
(maybe even to you) to find 
the name Du Pont on a little 
item like a tube of household 


cement. 


But how that name helps vou 
sell Duco Cement! 


- 

You see, it isn’t only with 
this fine little maker-and-mender 
that people associate Du Pont. 
It’s with fine auto polish, auto 
wax, paints, car finishes, anti- 
freeze .. . a thousand fine prod- 
ucts. And the millions of friends 
that all these products have 
made are naturally friendly as 
well toward this handy tube 
of Duco Cement when they see 
it in your store. 


So be sure to stock Duco 
Cement, the clear, flexible, 
waterproof cement that holds 
permanently on about every- 
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thing. Keep it where people 
can see it. You'll find it jogs 
their memories into making 
purchase . . . when, otherwise, 
buying household cement might 
never enter their minds! 
* * x 

Here’s what you do first, and 
do it now while it’s on your 
mind: write for net prices and 
full details. Address inquiries to 
E. I. du Pont de Nemours & Co., 


Inc., Wilmington, Delaware. 
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CEMENT 





TRANSPARENT, FLEXIBLE, WATERPROOF... for china, 
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glass, wood, leather, metal, paper, fabrics, etc. 





MARK, THE MAGICIAN, 
OR THE REAPPEARING MONEY 





Soma, Ru 


re 





> 


BOASTS, “BET | CAN MAKE A DOLLAR BILL DISAPPEAR 
WITHOUT TOUCHING IT.” BISSELL DEVOURS IT 














SS ” 
COLLECTS BET ANO BENDS TO RETRIEVE DOLLAR WHEN 
SHOPPER ASKS, “IS THAT YOUR BEST SWEEPER 2” 











PROVES BISSELL IS BEST, THOUGH THINKING OF DOLLAR 
AND WORRYING, SPIES BOSS WATCHING 








/ 


FEELS HEART SKIPA BEAT AS CUSTOMER SAYS, “ILL 
TAKE IT WITH ME. 








BREATHES MORE EASILY WHEN BOSS SAYS, “GOOD WORK, 
MARK~FIVE DOLLARS MORE IN YOUR NEXT PAY ENVELOPE,” 








HOW how a Bissell makes dirt disappear, then watch 
the Bissells disappear — into your customers’ homes. 
Show Bissells in action, let customers try them, and explain 
how every housekeeper needs a Bissell as companion to 
her vacuum. It’s no trick to move them —and Bissell’s con- 
sistent national advertising has made them so well-known 


that every sale takes the full mark-up. 


BISSELL CARPET SWEEPER CO. 


GRAND RAPIDS , MICHIGAN 

























business; that is, through the up- 
turn and the downgo. 

The principle of the bonus sys- 
tem as worked out in our company 
is to make every one sales-con- 
scious, and for that reason every 
one in the organization partici- 
pates in the bonus. The base of 
our bonus is a fixed minimum 
salary. This is a point below 
which we do not feel we would go, 
or should go during any ordinary 
business recession, and it is the 
amount of money upon which we 
suggest to our employees that they 
base their living standards. Our 
method of payment keeps this 
minimum amount definitely in 
front of all employees. This will 
be touched on later. 


Two Distinct Parts 


Our bonus is made up of two 
separate and distinct parts. Part | 
is based on the efforts and results 
of the salesmen individually. Part 
2 on the results of the company 
itself. 

Part 1 is a quarterly bonus 
based on increase of sales and 
profits over quota. It has practi- 
cally three subdivisions. 

Division A—This is based on 
an increase of net profit over the 
salesmen’s bogey figure. This 
bogey has been determined by us- 
ing their gross profit figure of the 
preceding year less certain ex- 
penses, such as travel, automobile, 
entertainment, etc., of the same 
period. We then use as the bogey 
the quarterly average of the pre- 
ceding year. In each year from 
the establishing of the bonus 
through 1937, on account of in- 
creasing business, we have used 
the figures of the preceding year 
as the bogey at which to shoot ex- 
cept for 1938. In all fairness this 
increasing of the bogey could not 
continue. We believed that 1936 
could well be considered a normal 
year, and believing that we could 
set quotas too high, we have used 
for 1938 the same figures which 
we used for determining the bonus 
for the year 1937, namely: 1936 
figures. Net profit, of course, can 
be controlled by the salesmen by 
increased sales, thereby making 
increased profit or by a reduction 
in expenses, or both. Of this in- 





crease in profit we pay under Di- 
vision A to the salesman 10 per 
cent. 

Division B—This gives to our 
men a certain predetermined per- 
centage on increase of sales of 
certain special lines over the pre- 
ceding year. The bonus which we 
pay ranges anywhere from 1 to 
5 per cent of the increase. In this 
case, also, we have used the 1936 
sales figures for 1938 instead of 
1937 sales figures for each line 
on which a bonus is paid. 

Division C—This gives addi- 
tional bonuses if a salesman will 
sell to a customer as much during 
the first three months of 1938 as 
he sold to them in the entire year 
of 1936. We will then pay 2 per 
cent on the net sales for the year 
1936, or if he will sell to a cus- 
tomer during the first six months 
of 1938 as much as he sold to 
them during the entire year 1936, 
we will pay 1 per cent of the net 


- sales of 1936. 


You can, therefore, see that a 
salesman can really win on three 
different bonuses. An extreme 
case would be that under Division 
C a salesman could sell to a cus- 
tomer as much in three months as 
in the entire preceding year, there- 
by receiving 2 per cent of his 
1936 sales. In doing it, he could 
cash in on Division B bonus if 
the sales happened to be made on 
one of the special lines that paid 
a bonus for increased sales over 
the preceding year. Also, if that 
increase put him over his average 
quarterly profit of the preceding 
year, he would cash in again un- 
der Division A by a bonus of 10 
per cent of his increase. 


Inside Participation 


All of the above applies to the 
selling force. Participation by the 
inside people under Part 1 is as 
follows: After we determine the 
total amount of bonus due the 
salesmen for each quarter, we then 
take a pre-determined percentage 
of that total in addition to be di- 
vided among all of the inside em- 
ployees. 

These employees are divided 
into about four classifications: store 
and counter men, phone salesmen, 
general stenographic and clerical 
help, and executive assistants. All 
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MORLEY-MURPHY « e Find their {fp} Controlled 
Oil Burning Space Heaters are Virtually 


Service-Free. . a 


Manufacturer, Distributor, Jobber and Dealer are proving gy od 
that an A-P Control on their Oil Burning Space Heater 
Line means higher profits on each sale. 


For an A-P Control provides greater customer satisfac- 


tion, and freedom from “profit-robbing’ service calls. Moriey-Murphy Company 











Omancnes 


Dealers that know choose an Oil Burning Space Heater ——_ Disteeutors : 

Line, A-P Controlled. na qesani alana asial 

New A-P development, “Auto-Heat’ Top Units, offer July 26, 1938 
dealers an additional profit and sales advantage. They aatomatio Products Conpeny 

make an Automatic Heating Plant out of every Oil Burn- Saeeen, Clonee 

ing Heater equipped with the A-P Model 240 LR or L2 Gentlemen: 

Manual Control. For some time we have distributed a leading line of oil 


burning space heating equipment equipped with controls 
manufactured by your company. During our original 
A negotiations for this franchise we went into the subject 
=” UN TS 7 & s of controls exhaustively in order to satisfy ourselves 
in that respect. 


A-P Model 240-E Type L Electric Auto-Heat bey A-P Model 240 TL Thermo Auto-Heat Top We are happy to say that experience with this equipment 
THE NEW The new A-P - has proven the soundness of our first concJusions. The 
ELECTRIC he Thermo Auto-Heat merchandise has been virtually service free. 
HEAT UNIT quick- Top provides Au- 
ly attached to the tomatic Heat to 
Manual Control on homes without 
your Heater, offers electricity. A self- 
Completely Auto- contained unit 
matic Heating Con- with Thermostatic 
venience — controlled Bulb, attached in a Very truly yours 
by’A-P Room Thermo- few minutes to the MORLEY MURPHY COMPANY 


stat. Manual Control. 4d 
p= wn OL De Lain Pf 


90% of the Better Oil Burning Heater Manufacturers Use A-P Controls. GGF: MBA Gordon G. Fairfield 





It might interest you to know that not infrequently we 
find consumers who inquire about controls. In most of 
these cases the question is answered by mere mention of 
A-P equipment. 























AUTOMATIC PRODUCTS COMPANY 


2442 NorTH THIRTY —SECOND STREET 
THE BYWORD FOR A-P CONTROLS Mees ® wisconsin 











No need now to specify 5 YEAR HARDWARE for 20 
, YEAR HOMES. Architects, builders and home owners 


: have long appreciated the high quality and true authentic- 
ity of McKinney Forged Iron. This same hardware is 
) offered to you now at a price within reach of everyone. 


ALHAMBRA DESIGN—in keeping 
with the feeling of Southern European 
, Architecture. For the larger home. 


WARWICK DESIGN—Heavy, massive. 
Dates back to the early days of England. 


5 

e 

‘ oe NE 
n 

e CURLY LOCK DESIGN—Reflects the 

true Colonial spirit. 


: ; 








HEART DESIGN—Graceful yet sturdy. 
Maintaining the texture of early Colonial 
days. 


SEER 


BEDFORD DESIGN—One of the newer 









d DORCHESTER DESIGN—A popular numbers which has proven popular with 
design of high quality and texture. builders of small homes. 

- ; 

1, McKINNEY MANUFACTURING COMPANY °- PITTSBURGH, PA. 

al 

Il DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 72 
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EXPANSIVE BIT 


Any customer having a more or less limited 
number of holes to bore in various sizes 
is a good prospect for the Greenlee Setfast 
Expansive Bit. Not only will you save him 
money by selling him one, but you will 
increase his faith in your judgment and 


in your merchandise. 





A Screw Driver and the 

Thumb quickly set the 

Cutter for the size of 
hote to be bored. 


Here is a tool that is quickly set to size by | 
turning the adjusting barrel with the | 
thumb, after the eccentric lock has been 
loosened by a quarter turn with a screw 
driver. It is quick and easy, and the | 
cutter always stays locked. 


In addition to this feature, this bit is made 
with a wide, open throat, or chip channel. 
which eliminates clogging and permits un- 
interrupted boring. Let us tell you more 
about it. 


GREENLEE TOOL CO.@ 


lumbia Ave Rockford 





} 
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within a class are paid the same 
bonus. 

The bonus system produced the 
following net return to those in 
the different classes over base sal- 
aries as follows: Store and counter 
men; “phone salesmen (inside) ; 
general stenographic and clerical 
help; executive assistants; sales- 
men—outside or traveling. 

This first part is the one 
through which each salesman him- 
self can control his extra income, 
for he is paid on the profits re- 
sulting from his own individual 
efforts through increased sales 
from his territory, as well as 
through controlled expenses. 

Beside the above bonuses which 
are predicated on Part 1 of our 
setup, it has been possible for us 
to give an additional bonus equal 
to 10 per cent of salaries to all 
employees. This is Part 2 of our 
setup which follows. 

Part 2—This part of the bonus 
is made up of a definite per cent 
advance over the base or minimum 
salaries. As stated earlier, this 
part of the bonus is paid from the 
net profits of the company after a 
certain stated pre-determined profit 
has been reached. When there is 
an accumulation in this fund as 
a result of a profitable quarter’s 
operation for the company, we will 
advise by notice all employees, in- 
side and outside, that effective 
such a date, a bonus of, say, 5 
per cent or 10 per cent of their 
base or minimum salaries will be 
paid. This bonus we guarantee 
for a period of time, say, three 
months or six months, depending 
upon the amount in the fund. You 
will, therefore, see that the money 
to meet this bonus is already set 
up and can be guaranteed for the 
length of time announced. At the 
end of the time during which we 
guaranteed the bonus to be effec- 
tive, if the profit to the company 
as a whole enables additional 
amount to be put into this fund, 
we then announce either a con- 
tinuing of the same percentage or 
an increase, or decrease based on 
the earning, and the addition to 
this fund during the period over 
which our first announcement was 
effective. You will, therefore, see 
that this bonus is always based on 
what we know to have happened 





rather than what we anticipate will 
happen. 

While both bonuses are based 
on either increased sales or profits, 
or both, the second bonus men- 
tioned is only paid when the re- 
turns to the company after pay- 
ment of the first bonus have been 
sufficient to justify the additional 
bonus payment. 

We pay twice a month in cash 
or by check. The payment which 
our employees receive on the 15th 
of each month is their base salary. 
This we do intentionally. It is an 
important part of our plans. As 
mentioned earlier, it keeps the 
base salary in front of our em- 
ployees at all times and makes the 
bonuses stand out as such. If we 
have advised an increase of 10 
per cent, as mentioned in Bonus 
Part 2, which is paid monthly, this 
full extra is included in the pay 
at the last of the month. As an 
example: If a base salary is $100 
a month, and an advance of 10 
per cent is in effect as a bonus. 
the payment which the employee 
receives on the 15th of the month 
will be $50. The payment at the 
end of the month will be $60, not 
$55 each payment. We have found 
this to be a very effective method 
of keeping in front of the em- 
ployee at all times their base 
salary. 


Quarterly Bonus 


Part 1 is a quarterly bonus and 
is paid by an extra or separate 
check when due. This bonus is 
always paid on the last pay day 
of the second month following the 
quarter. It takes us generally 
about 30 to 45 days to work out 
the bonus so that the payment for 
the first quarter bonus of 1938 
will be made on May 31. 

This bonus system as a sales 
aid, I believe, you can quickly 
determine should be effective. The 
bonus being figured on profits and 
increase of sales makes it possible 
for every one to contribute. As 
previously stated, profits are ar- 
rived at by increasing sales, sell- 
ing more profitable items, or de- 
creasing expenses. Therefore. 
everyone both inside and outside 
is always watching these particular 
items. Those on the order desks. 
taking “phone orders, or making 
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THAN ITS 
SURFACE 


Roofing can give service only so long as its topmost 
layer resists time and the elements. That’s why so many 
leading roofing manufacturers permanently protect 
the surface of their make of roofing with an outer 
coating of STA-SO. 

STA-SO is the surfacing of crushed, everlasting Vermont slate 
—non-porous, non- fading, wear defying. Its hard slate par- 
ticles, flat and overlapping like fish-scales, will not drop out or 
wash off. STA-SO completely seals any roofing surface and is 
proof against age, weather, fire and sun. 


STA-SO, on roofing, shows no brand or label. To make sure 
that any make of roofing you handle is surfaced with STA-SO, 
write us for the facts. 


CENTRAL COMMERCIAL CO., CHICAGO 


YOU CAN ALWAYS SAFELY RECOMMEND 
ANY ROOFING SURFACED WITH 


° STA-SO“s ° 





© ROOFING IS BETTER 











MULTIPLE 
CONTINUOUS 
TWIST 


Regular hexag- 
onal mesh. Se- 
curely and per- 
manently locked. 
No fence steel is 


more lasting than 
copper bearing steel. 


G. F. WRIGHT STEEL 
& WIRE CO. 


Worcester, Mass. 


POULTRY NETTING — WIRE 

CLOTH—CHAIN LINK FENCE 

AND GATES—WIRE 

CLOTHES LINES — WIRE 
LATH 


GE WRIGHT wie co 


MORCESTER > MASS 
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ON BRIGHT WIRE GOODS 
IN 5¢ CONSUMER PACKAGES 


Bring Bright Wire Goods up out of back bins into prominent 
display .. . stimulate “impulse” purchases . . . and eliminate the 
wastes of bulk selling by featuring Androck Bright Wire Goods 
in colorful, fast-selling 5¢ consumer packages. This tried and 
proven merchandising advance assures a definite 66 2-3% profit 
on every 5¢ sale—no hidden losses—no guessing! 


SELF-HELP DISPLAY 
Included with Special Deal 


With your introductory pur- 
chase of special Vend-A- 
Pack Deal No. 1140, we pro- 
vide you with an all-metal, 
colorful, easy-loading,  self- 
vending counter display. 
Holds small stock of each of twelve packaged items, constituting 
over 50% of all Bright Wire Goods sales. See your jobber— 
get one of these money-making displays beside your cash register 
—watch prospects sell themselves, serve themselves. Act today! 


Onder from your jobber today ! 
BROCK VENT | .A-P ak 





THE WASHBURN COMPANY 
WORCESTER, MASS., @ ROCKFORD, ILL. 
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AUME 
TACK-POINT 


Corrugated Fasteners 





MAKE EXTRA SALES 


Carpenters, cabinet makers, wood- 
workers and homeowners use Acme 
Corrugated Fasteners. You can profit 
by the steady demand—just place the 
neat, attractive Acme Fastener display 
carton on your counter. The con- 
venient ten-cent package has a sales 
appeal that creates fast turnover. 


Acme Tack-Point Corrugated Fasten- 
ers make strong joints for all kinds 
of wood products: signs, screens, fur- 
niture, frames, barrel heads, etc. 


If your jobber can’t supply you, write 
us direct. 












Pasteners 
of a size 


to a box 


12 Boxes of a size toa display carton 
Packed in 3 sizes: 
%x4—Wyx5 — &x5 


Also available in: standard cartons of 
250, 500 and 1,000 pieces. Boxes of 
100 pieces—10 boxes to a carton and 
in 100-Ib. kegs. Mail the coupon for 
a sample box. No obligation. 


General Offices 


ACME STEEL COMPANY 


2838 Archer Avenue, Chicago, III. 


Branches in Principal Cities 


Write for free 
sample box. 





Acme Steel Company, 
2838 Archer Ave., Chicago, II. 
Gentlemen: Send me, without charge, 


a sample box of Acme 
Tack - Point Corrugated 


Fasteners. 
Name 
Address . Pe ae Te 
City ........... scsi sisi tiatiaas 
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quotations, are always most cour- 
teous, endeavor to close sales, and 
are always sure that if a quotation 
is made on an attractive proposi- 
tion, the salesman is properly in- 
formed and asked to check it up. 
The fellows on the floor try to be 
most courteous to customers, 
knowing that sales help their 
bonus. The salesmen can get closer 
cooperation from the inside people 
in asking favors of them because 
they are willing to cooperate to- 
gether to make a sale. All depart- 
ments make an effort to have as 
few errors as are possible; the 
credit department does everything 
they can to keep the good will of 
good credit procedure. Every one 
at all times is watching for sales, 
trying to avoid costly errors, hold- 
ing to a minimum expense items. 
In general, profits are being 
sought. 


Outstanding Advantage 


In addition to the foregoing, 
there is one outstanding additional 
advantage. We have 40 employees. 
I believe that since 1935 I have 
had less than a half dozen discus- 
sions with employees on salaries, 
and this during a period of rising 
business and profits when such 
discussions are apt to be most fre- 
quent. Our bonus system gave to 
all more than they would prob- 
ably have been paid by a salary 
negotiation. Now on the way 
down, if salaries had been defi- 
nitely advanced by negotiations. 
it would be necessary for us, no 
doubt, to approach the employees 
all over again in the matter of re- 
duction. Thus, you will see the 
benefit of the bonus system which 
will work both ways. It is now 
being vividly demonstrated. 

At the end of 1937 we guaran- 
teed the 10 per cent on salaries 
for the first three months of 1938. 
On April 1 of this year, based 
on returns from the first three 
months of 1938 we would only 
guarantee a 5 per cent bonus on 
base salary for the second quarter 
of this year, and probably based 
on present conditions, the 5 per 
cent will be withdrawn for the 
third quarter of this year. In 
other words, these bonuses on base 
salaries are based on what we 
have in the treasury rather on 


what we hope to get. Understand, 
of course, that the bonuses on gal- 
aries are separate ahd distinct 
from the bonuses based on sales 
and profit. Should all bonuses dis- 
appear, say, during the year 1938, 
it would automatically cut our 
salary account into which we put 
our bonuses by a very substantial 
amount, and this is done without 
a bit of discussion or talk with 
any employee. It is automatic; 
therefore many embarrassing and 
difficult situations are avoided. On 
the way up it avoids each one 
fighting for themselves for an in- 
crease, making it necessary for a 
personnel man in any organiza- 
tion to have an interview with 40 
people to keep them satisfied. And 
on the way down it accomplishes 
the same thing. 


Greenlee Tools Catalog 


Catalog No. 31, the latest catalog of 
the Greenlee Tool Co., Rockford, Tll., 
illustrates and describes such items as 
spiral screw drivers, automatic push 
drills, auger bits, expansive bits, wood 
drills, car bits, bit extensions, ship aug- 
ers, boring machine augers, nut augers, 
ring augers, socket and tang chisels and 
gouges, turning tools, draw knives, 
knockout punches and cutters, joist 
borers, hydraulic conduit and _ pipe 
benders, hydraulic pipe pushers, copper 
tube benders, cable pullers, radio 
chassis punches, and various tools for 
use in machines. 


Protect-O-Form Register 


This portable autographic register 
has a “locked-in-copy” protection fea- 
ture and is of light weight. It keeps a 
complete carbon copy serial record of 
sales, automatically filed under lock 
inside the register. The audit copy, 
which folds in a flat continuous pack, 
may at any time be removed by per- 
son having the key. Weighing 3% Ib., 
it will hold 125 sets of triplicate 
Standard Kant-Slip continuous forms. 
Model PKF, illustrated is 6% in. 
wide, 1456 in. long, and handles forms 
4 5/16 in. by 6% in. Other sizes avail- 
able. The Standard Register Co., Day- 
ton, Ohio. 
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A NEW MONEY MAKER FOR THE 
BUILDERS’ HDWE. DEPT. - 









This 
beautiful 
lithographed 3 color 

metal display vaiued at 
$3.50 FREE with initial order. 
Send for catalogue ‘‘Door Controls’’ 
which covers a full line of Grand 
Door Holders. 


GRAND SPECIALTIES CO. 
3101-27 W. GRAND AVE. CHICAGO, ILL. 















DOOR OPENS AND CLOSES 














SALES! 





“VAL-U-WARE" 


NEW PERCOLATORS 


Featured by the makers of “BUCKEYE” 
SELL AT THESE ff &Cup...$ .99 


LOW PRICES |lizcun |. 139 


LOOK AT THESE OUTSTANDING FEATURES 


Modern Style Sturdy, Hinged Cover 
No-Burn Handle Leak-Proof Spout 
Extra Strong Inset Economy-Gauge Construction 


Write today for your low prices! 


MADE AND GUARANTEED BY 


THE BUCKEYE ALUMINUM CO. = WOOSTER O. 
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JEWEL ABRASIVES 


Packaged 


ee ee a | 
and Ready Sale 





The addition of molded abrasives, especially designed to meet every 
need of the hardware trade, rounded out the familiar Jewel line of 
coated abrasives, and has already been proven a real success. Like 
all Jewel abrasives, the new line is packed in attractive, convenient 
boxes,—to catch your customers’ eyes—to help your clerks identify 
the product—to protect Jewel abrasives from factory to work bench. 


Jewel Abrasive Stones 


GRINDING WHEELS In all standard 
sizes, carefully made to insure perfect uni- 
formity and balance, the new line of Jewel 
wheels is designed to meet every need with 
the proper stone. Packed in attractive in- 
dividual cartons, labeled for quick, accu 
rate selection. Coarse, medium or fine grits. 













BENCH STONES Either alum- 


inum oxide or silicon carbide — 
in both single and combination 
stones. These stones are available 
oil filled at the factory, wrapped 
for clean handling. 


SHAPED STONES Square, tri- 
angular, round, half round and 
taper round stones for die and tool 
work in a complete assortment of 
sizes and grits. Carving tool slips 
for any size of straight or bent 
gouges. 


Jewel Coated 
Abrasives 


SHELF BOX Single sheets pull out easily 
without disturbing others. 9” x 11” sheets 
of both Jewel Flint and Jewel Emery are 
packed this handy way. 





MASTERPAK The exclusive develop- 
ment which delivers sheets and rolls 
in factory-fresh condition. 





READY PACK A sales-making coun- 
ter display for 12 packs of 20 assorted 
Jewel Flint sheets. 


READY ROLL 50 yards of super-keen 
metal cutting cloth in convenient form 
— always ready for service. 


Ask your jobber or write direct for information on our Complete 
Line of Coated and Molded Abrasives. 


Abrasive Products, Inc., South Braintree, Mass. Branches in New 
York, Chicago, Philadelphia, Los Angeles, Detroit and St. Louis. 


; PRODUCTS 
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INC. 
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CUSTOMERS 














Your customers know from 
experience that they cannot 
huy better tools than Morse 
...that Morse stands for effi- 
ciency. That is the reason it 
pays to have acomplete stock. 


THE MORSE LINE 


Includes 


High Speed and Carbon 


Drills Chucks 
Reamers Counterbores 
Cutters . Mandrels 
Taps and Dies Taper Pins 
Screw Plates Sockets 
Arbors Sleeves 


TWIST DRILL & MACHINE CO. 


NEW BEDFORD, MASS., U.S. A; 
NEW YORK STORE: CHICAGO STORE: 


570 WEST 
130 LAFAYETTE ST. RANDOLPH ST. 
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The Personal Angle Aids Sales 
of Major Appliances 


(Continued from page 41) 


the employees. All those attend- 
ing are selected from a specially 
prepared list of prospects sup- 
plied from calls in the store and 
from tips sent in by satisfied own- 
ers of appliances. 

“In the 13 years I have been in 
the hardware business,” Mr. Bar- 
ris observed, “I have made the 
best of my opportunities to study 
the local trade requirements. Then, 
too, in operating a good neighbor- 
hood store, one gets to know the 
trade in a_ personal, neighborly 
manner. 

“This personal contact is devel- 
oped as much as possible by 
everyone in the store. We do not 
try to sell merchandise. Our aim 
is to serve our neighbors the best 
we can. There are many ways in 
which a hardware store can do 
little services for its patrons in ap- 
preciation of which grateful cus- 
tomers recommend the store to 
their friends. A ‘thank you’ in 
the form of a piece of pottery or a 
waffle iron for supplying the name 
of a prospect further cements the 
good feelings of a patron for the 
store. 

“There are many ways of at- 
tracting strangers to a store. We 
impress them with the fact that 
we are a friendly organization 
whose one aim is to help make 
their lives more pleasant and more 
enjoyable. 


Courtesy Pays 


“For example, when a_ high- 
grade ‘super-market’ moved in 
across the street from our store. 
we paid them a visit and found 
that they possessed an attitude of 
friendliness as broad as our own. 
Shortly after our visit, a good- 
sized card appeared in the mar- 
ket’s meat department reading. 
‘Call at the Barris Hardware Co. 
across the street for free booklet 
on home hints in selecting and 
cooking meats.’ An average of 12 
women a day called for that book- 
let. Many direct sales of appli- 
ances and hardware have been 
traced to those original calls. 


“Permission was readily grant- 
ed to install one of our best radios 
in the balcony of the market as a 
good-will gesture. And this also 
had its practical side, as many in- 
quiries came to us from prospects 
who liked the performance of the 
instrument they heard in the mar- 
ket. 

“This neighborhood, in which 
we are located, is one of the older 
sections of Los Angeles. It was 
filled up 30 years ago, and, for the 
most part, the people have lived 
here for some time. Many of the 
retired old-timers and the wage- 
earners consider price when it 
comes to spending a fair amount 
of money for a major appliance or 
radio. And that is where the Cali- 
fornia Fair Trade Act is of great 
assistance to us. 


Concentrate on Quality 


“Even though prices do consti- 
tute a problem to some of our pa- 
trons, we have found it sound 
business practice to concentrate 
on first-quality goods and never 
touch the second and third grades. 
These cheaper items do not carry 
the prestige or the sales appeal 
earned by the well-advertised, bet- 
ter quality goods. 

“Even those in modest circum- 
stances would much rather buy 
well-known goods of recognized 
quality at a fair price than to pay 
less money for unknown or little 
known merchandise. 

“The financing of major appli- 
ances is not a serious problem due 
to the excellent way in which the 
local banks handle such matters. 
Then the city-owned Bureau of 
Light and Power finances elec- 
trical appliances through the 
EHFA. 

“The radio department was 
profitable from the start. There 
are always two service men who 
can help in the store when neces- 
sary. Good radio service work 
materially increases the acceptance 
of all other merchandise we have 
on our shelves, so we consider this 
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CORTLAND 


BRAND 


SCREEN WIRE CLOTH FLAMEMASTER 


(Reg. U. 8. Pat. Off.) 


@ When customers ask for a screen that will “stand 
" ASBESTOS WICK 


up —reach for the Cortland brand. You can sell 
any Cortland Wickwire grade with full confidence DISPENSER 


Puts your wick business on a higher plane. Ends the incon- 
venience of obsolete ‘loose roll'' methods. Keeps your stock 
clean. Enables you to meet every requirement for oil stoves and 
ranges. Saves work, worry and time. Eliminates mistakes 
and waste! 

All-metal construction; attractively lithographed in 3 colors. 
Stove Guide on front of Dispenser gives correct wick lengths. 































that underneath the attractive finish there is full 
gauge Open Hearth Steel quality, tough and rust- 
resisting and lasting. 


VY CORTLAND GRAYWICK V ULTRA-PREMIER SPECIAL DEAL 
¥ CORTLAND BLACK V CORTLAND BRONZE Four 100-ft. rolls of Flamemaster Universal Stand- 
ard Wick in widths of 134''-Il/4"'-I"'-%4"'. Total, 
ALSO CORTLAND COPPER 400 ft. You get the MERCHANDISER (originai 
. ; a ”" sale only) and 3 valuable Dealer 
Play safe —tell your Jobber “Cortland SELLING HELPS absolutely 





DEALER'S NET ONLY $9.25 
Put this profit builder to work without delay. If your jobber 


WICKWIRE BROTHERS TRIPLEWEAR, PATERSON, N. J. 


CORTLAND: NEW YORK:: U.S.A 

















_ Intensive Advertising to 


30,721,000 Women 















| Magazines... | 

| 18,981,000 

| Radio... 
11,740,000 


Practically complete coverage of the household-supplies 
market in every state, every county, every city ... including 
your own. Gottschalk magazine and radio advertising . . . 
the most extensive ever undertaken for a product of this 
nature ... frequently and effectively reaches nearly all those 
customers on whom you count for steady, profitable sales. 


You Profit Most When You Carry the 
Complete Gottschalk Line 


The standard Metal Sponge at 10c and 
Sho quater at 5c; the big Bronze Ball for 
hard scouring, Kitchen Jewel with the 
handy knob, and Hand-L-Mop with the 
6-inch headle, each at 10c. 


Gottschalk’s 


METAL SPONGE 


METAL SPONGE SALES CORP. 
Philadelphia, Pa. 


A new and age ned of ready to nail Horse, 

Mule and Bronco Strong, tough, 6 

wearing. Like ail "Diamond e they are 

perfectly balanced, and the average 

horse’s foot without alteration. © aail holes are 

elean, correctly tapered and spaced. Easily nailed. 
Write for information. 
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ADVERTISING 


Put advertising behind a qual- 
ity product and things happen. 
Consistent advertising of qual- 
ity has sold over 1,000,000 
“Little Giant” Screw Plates at 
a generous profit to thousands 
of hardware concerns. 


“Greenfield” gives its dealers a 
good, profitable line and then 
protects them. That’s why it 
pays to push “Little Giant” 
Screw Plates. By the way, 
how’s your stock of No. 1, No. 
5, No. 7 sets? 


GREENFIELD TAP & DIE CORP. 
GREENFIELD, MASSACHUSETTS 


Detroit Plant: 2102 West Fort St. 


Warehouses in New York, Chicago, Los Angeles, 
and San Francisco 


in Canada: Greenfield Tap & Die Corp. of 


GREENFIELD 





service to be an excellent builder 
of good will. 

“It is a good idea to have the 
service men on a salary and com- 
mission basis. Even if they are 
top-grade men, they are sure to 
do everything to please the peo- 
ple with whom they come in con- 
tact if an extra commission for ex- 
tra selling comes their way. No 
high-pressure selling is permitted.” 

In commenting on the proper 
layout for a hardware store which 


_ features appliances, Mr. Barris 


said that he had toured the coun- 
try for a year during which time 


| he visited many hardware stores 


| behind it. 





before he decided upon his pres- 
ent setup. Major appliances in 
the Barris store are located in a 
separate room at the rear of the 
store, with the radio department 
occupying another room directly 
This room opens into 
the main store through a wide 
arch and may be completely closed 
off from the main room by means 


of sliding doors. A large number 
of the major appliance and radio 
demonstrations and sales take place 
after regular store hours. Mr. 
Barris makes it a point to have 
this room closed off by the slid- 
ing doors after 6 p.m. and finds 
that this has been a decided aid 
to sales. It’s a point other hard- 
ware dealers would find worth in- 
vestigating. 

Considerable attention has been 
paid to the matter of exterior and 
interior lighting. The store is lo- 
cated on a corner, and the name 
of the firm appears in lights on 
both streets. The interior of the 
store, according to lighting engi- 
neers, is a model of perfect, low- 
cost illumination. Pictures of the 
store have appeared in the public- 
ity issued by the Los Angeles 
Chamber of Commerce, Edison 
and Westinghouse. It has all 
served to indelibly impress the 
name of the Barris Hardware Co. 
upon the minds of the people of 
Los Angeles. 





Prize Awards Dangerous 


- RAWINGS” for prizes to 

stimulate sales are apt to 
put the business man who uses 
them on the wrong side of the 
law, according to a recent Illinois 


| case. 


There a retailer gave cards or 
coupons not only to customers 
but to anyone jwho asked for 
them. At the end of each month 
drawings were held as a result of 
which the holders of the “lucky” 
coupons received cash prizes. A 
competitor brought legal action 
against the operator of this prize 
award plan on the ground that it 
was a lottery. The Illinois court 
agreed that it was, saying: 

“If the coupons or tickets given 
by the defendant were gifts, un- 
supported by a_ consideration 
moving from the coupon holder 


| and were in effeci gratuities pure 


and simple, the lottery law was 
not violated for the evident rea- 
son that a person is at liberty to 
give away his property by chance 
at a drawing to coupon holders 
or in any other manner, without 
violating the law. 


“But we do not think this case 
is of that kind. Instead of giv- 
ing a coupon to a customer for 
every dollar’s worth of merchan- 
dise purchased, the defendant 
gave coupons to whomsoever he 
pleased—cusiomers and non-cus- 
tomers as well. The people who 
bought his merchandise would 
have to pay for the prize that 
the winner would get if he did 
not purchase something.” 

Retail merchants have often 
tried to stimulate sales by giving 
tickets and coupons to customers 
for prize drawings and have 
pointed out that the prizes thus 
given were merely good will or 
advertising gifts since the cus- 
tomers did not pay anything in 
addition to the ordinary price of 
the merchandise in order to par- 
ticipate in the drawings. Many 
courts, like the Illinois court, 
have ruled that this is a mere 
subterfuge and is an illegal lot- 
tery even when, as in the case 
above quoted, the coupons are 
given to non-customers as well as 
customers. 
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AN ALL-PURPOSE BORING TOOL 


Here’s a handy tool that every woodworker needs! 
The Forstner Anger Bit, unlike others, is guided by 
a circular rim instead of a center and can be oper- 
ated in any direction regardless of grain or knots, 
leaving a clean, polished surface. For scalloping, 
mortising, pattern and scroll work this tool is ideal. 
It will perform many operations commonly done with 
chisel, gouge, scroll saw or lathe tool. 













Forstner 
Auger Bits, 
for hand or 
machine boring, 
may be purchased 
Gerson singly or in sets of 

QUIN 9, 11 or 17 bits. 


eROMCD Write now for catalog. 
CRANP.Z 


The PROGRESSIVE MFG CO. 
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Universally recog- 
nized as the stand- 
ard. Sold through 
Jobbers. Write for 
new catalog and 
Saale lists. 
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Delicious Coffee Always 
—Smartly Served! 


A new conception of speed, beauty and con- 
venience in the brewing and serving of per- 
fect coffee. 
' Always sold complete. No extras to buy. 
The price includes all these patented and 
exclusive features: 
i *% “Fast-Flo” Filter 
* Bakelite Funnel Holder 
% Hinged Decanter Cover 
*® Formed Pouring Lip 
*% Easy Grip Handle 
¥%& 2-Heat Electric Units (Hi-Low) 
*& Heat-Resisting Glass by CORNING 
*% Bakelite Coffee Measure 
*% Beautiful Platinum Decoration 
Latest catalog showing complete line gladly mailed 


Glass Coffee Brewer Corp. 
325 North Wells Street Chicago, Ilinois 





Pinest every way-HORTON 


HORTON MANUFACTURING CO., FORT WAYNE, INDIANA 








7 BASSICK 
DISPLAY THAT 


SELLS Quakily 


CASTERS! 


THIS 
DISPLAY 


Complete with samples, metal bed 
socket gauge, catalog and dis- 
play card, is given to you at no 
charge with the Bassick Quality 


ep a. 8 $997 
« 
THE QUALITY GROUP 


35 Sets of Casters, 
Slides and Sockets. 


DIAMOND DART 

FULL FLOATING 
BALL BEARING CASTERS 
The finest household casters 
that have ever been availa- 
ble at economical prices. 
Three sizes, 1%", 15%" and 2" 
diam. wheels. 


DETACHABLE METAL 
BED CASTER SOCKETS 





Six sizes...Madetofitinmetal 
bed legs with the same size — 
holes as those on back of 

ee 


display block. 


. & a) 
DIAMOND DART BALL BEARING 


PLATE CASTERS 


Especially adapted for 

, trunks and gen- 
eral utility purposes. Two 
sizes, 1%" and 114" diam- 
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STANLEY TOOLS IN XMAS GIFT PACKAGES 





Stanley Tools, New Britain, Conn., is offering 12 of its tools in attractive 
red and gold window boxes decorated with cellophane bows and gift 
tags. All of the tools are standard items offered at regular prices. Any 
item not sold at Christmas can be put back into regular stock by removing 
the ribbon and gift tag. Included in this gift selection are: hand drill, 
direct reading pull-push rule, nail hammer, torpedo level, block plane. 
chisel set, socket chisel set, try and mitre square with level and scratch, 
screw driver set, jack knife screw driver and electric soldering iron. The 


assortment has a value of $23.60. 


Casco Electric Shaver 

The “Casco 75” is a new electric 
shaver that is said to deliver 11,000 
lineal inches of cutting action per min- 
ute without vibration. Precision-built 
constant speed brush type motor actu- 
ates a fan like arrangement of six “L” 
shaped cutting blades. Blades are in- 
verted in such a manner that they 
whisk the clips of long hair and stubble 
into the head of the razor as an in- 
herent part of the cutting action. Razor 


is self-cleaning. Made in two models 
to retail at $10.00 for the standard and 
$15.00 for the deluxe. Latter has gold 
plated head. Casco Products Corp., 
Bridgeport, Conn. 


Harness Catalog 


The Southern Saddlery Co., Chatta- 
nooga, Tenn., has issued a new catalog 
of 96 pages on its lines of harness, 
saddles, and riding accessories. 
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Let the 
FIGURES Speak 


When a man is hungry— 
he wants food. When 
business seeks opportu- 
nities—it wants results. 
The classified section of Hardware 
Age has been securing results for 
its advertisers in no uncertain 
manner. A check up of ads. for 
Sales Representatives, Help 
Wanted, Positions Wanted and 
Accounts Wanted showed 


4,547 Replies to Box 
Number Advertisements 
from September, 1936, 

to August, 1937 


These impressive figures repre- 
sent a GAIN of 1,041 replies 
OVER the corresponding period 
in 1935-36. And a still LARGER 
GAIN of 2,575 replies MORE than 
the same period the year before. 


These convincing results prove 
that Hardware Age covers the 
trade and “Delivers the Goods” 
for those who make use of its 
Classified Section. 


HARDWARE AGE 


A Chilton Publication 


Classified Opportunities Department 
239 West 39th Street, New York, N. Y. 


A.B.C.—Charter Member—A.B.P. Inc. 


SPRING BUTT HINGES 
DOUBLE ACTION 


Are the most use- 
ful and satisfactory 
spring hinges for gen- 
eral use. The location 
of the two springs of 
each hinge on oppo- 
site sides of the door 


reduces oscillation 





when closing. 


Double Action 
Standard Type No. 29 


They permit the door 
to be opened all the way back to the wall if 
suitably hung. 


Bommer Spring Hinge Co. — Brooklyn, N.Y. 














BIGGEST MONEY MAKERS 
Fastest Selling Can Openers 


—— Vaughang 
Sarety Foul 


Can Opener 
DE LUXE 
Automatic 
CAN 
OPENING 
MACHINE 


(Wall Model for 
- Home Use) 







IAL ED, 


You'll find quick profits in Vaughan'’s Nationally Known 
Line of Can Openers. No. 330—a real leader is the finest 
popular priced STATIONARY Can Opener known. Modern, 
streamline design. Built to last a lifetime. OPENS ANY 
SIZE OR SHAPE OF CAN WITHOUT ANY CHANGE 


OF PARTS. Quick action disc cutter. Simplest to oper- 
9 ate... sells itself on display. 
Sarety Rout Je. 
TARAS, ES 
Check your stock on this great seller. 


Over 50,000,000 sold. The demand in- 
creases daily. Be sure to feature this 
NATIONALLY ADVERTISED item in 
your fall sales. Write for catalog and 
prices and look at the entire Vaughan 
Line. 
VAUGHAN NOVELTY MFG. CO., INC. 
World's Largest Manufacturer of Can Openers 

3211-25 Carroll Ave. Chicago, Ill., U. S. A. 
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2. Improved Claw——Gripg 
Hooks 
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Only Fast-Moving Lines Handled 


(Continued from page 39) 


covered in the down payment. All 
requests for time payments are 
checked through the Pittsburgh 
Credit Bureau and to date the 
store has never had to repossess 
any appliances sold on “easy pay- 
ment” plans. 

When the store was remodelled 
an extensive display of lighting 
equipment was installed in the 
rear, each lighting unit bearing 
a large price tag. As the Miller 
Hardware Company sells lighting 
equipment it uses adequate illumi- 
nation in its own display room. 
Concealed lights are used wher- 
ever practical and necessary in 
the wall display units. With Mt. 
Oliver subject to smoky and foggy 
days resulting from the huge steel 
plans in Pittsburgh, some of the 
lighting fixtures, which were new- 
ly installed when the store was re- 
arranged, have three-level illumi- 
nation so that the store’s illumina- 
tion can be stepped up or down 
with the increase or decrease in 
the outside illumination. When a 
“smog,” as the combination fog 
and smoke screen is called in 


Pittsburgh, envelopes the  sur- 
rounding country, the highest 
level of illumination available with 
the three-way fixtures is employed. 
Wherever practical, concealed 
lights are used in the wall fixtures 
of the store. 

Practically every week, except- 
ing in January and February, the 
Miller hardware store has adver- 
tising space in a shopping guide, 
having a weekly circulation of 
7000, with one issue each month 
increased to a circulation of 10,- 
000. These ads include prices on 
all lines mentioned and where the 
lines carry a known brand, that 
brand name is prominently indi- 
cated in the copy. Last spring the 
store ran a spring sale and later, 
to celebrate completion of its re- 
modelling project, operated a 
grand opening sale. Both of these 
events were advertised in broad- 
sides distributed to 10,000 homes 
within an area of 7 square miles. 
the advertisements having been 
prepared by the Retailers Sales 
Service which also had charge of 
the sales events. 





Watch Those Notes! 


USINESS men pressing for 

payment of delinquent ac- 
counts are sometimes asked by a 
customer to accept another per- 
son’s note in payment. Thus A has 
signed a note payable to B, and B 
in turn endorses the note and 
offers it in payment or part pay- 
ment of his account. 

Sometimes the business man to 
whom such a note is tendered ac- 
cepts it on the theory that “half 
a loaf is better than no bread.” 

But taking notes under such 
circumstances is risky business. 
It is safe only when the business 
man receiving such a note is what 
the law calls “a holder in due 
course.” The original maker of 
the note, unless it is a forgery, 
has to pay the note to one who 
holds it “in due course.” 

In a recent Wisconsin case a 
note of this kind was negotiated 
shortly after the note fell due, and 
when the holder aitempted to en- 


force the note against the maker, 
the court ruled that the maker 
could set up against the holder all 
the “defenses” which the maker 
had against the person to whom 
he had first given the note, be- 
cause the note was past its duc 
date when the holder got it. Thus 
where A makes a note to B, and B 
endorses it to a business man in 
paymeni or security for his de- 
linquent account, the business 
man may experience great diffi- 
culty in collecting the note from 
A if the note was past its due date 
when B endorsed the note to the 
business man. 

Another objection is that if the 
note is overdue the business man 
will not be able to discouni it 
with his bank. 

A practical rule: Never accept 
in payment of an obligation a 
note which is already past its due 
date. To do so is to invite litiga- 
and probable loss of the money. 
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ROTABIN Saves 50% 
FLOOR SPACE 


ROTABIN stores, displays and sells nails, rivets, 
washers and other “binable” merchandise in a com- 
pact accessible manner in ' the space now occu- 
pied by such items in your store. Each ROTABIN 
section rotates, bringing the merchandise right to 
your finger tips. No time lost in looking for the 
correct size--no boxes to open--no sticking drawers 
to pull out--no unnecessary steps running from bin 
to bin. ROTABIN saves hardware dealers, time, 
WRITE FOR steps, labor and money and makes storage space 

DETAILS pay 2 profit the year around : 


THE FRICK-GALLAGHER MFG. COMPANY 
WELLSTON, OHIO 















DOOR HANGERS and TRACK 


Fifty years of experience has enabled 
Coburn to manufacture door hangers and 
track which are second to none. 

Coburn Door Hangers are built strong for long 
service. They roll smoothly and easily with the 
heaviest of doors. 

Coburn Track was designed to reduce friction to 
the minimum. The curved lips automatically cen- 
ter the hanger wheels and prevent chafing against 
the sides of the track. 


Since 1888 Coburn Products Have Been 
Dependable 


COBURN TROLLEY TRACK CO. 





50 CANAL ST. HOLYOKE, MASS. 






Thousands Are Buying 
KEES Sksriancres NOW! 


@ It will pay you to feature Kees Gossett Storm 
Sash Hangers now in windows, on counters, in 
newspapers and mailings. A seasonable item 
bought by thousands. The easiest, quickest way 
to hang storm sash from inside the house or out. 
Thanks to the special flange that guides sash 
right into place. Where screens are already hung 
with these hangers, only ‘‘extra eyes’’ are needed 
for storm sash. 


FREE! Write for FREE sample of 

* Kees Gossett Hangers, and 
FREE Kees Catalog that shows other 
Kees products and Kees Advertising helps 


F. D. KEES MFG. CO. 
Box K-8 Beatrice, Neb. 











Wanta Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 
Classified Oportunities Dept. 
239 West 39th St.. New York City 














SEPTEMBER 22, 1938 










Ideal for 
Electric Cookery 


Carlton Stainless Steel utensils are 


best adapted for use on electric =a 
- 
- 










ranges, because they conserve and 

hold heat, cut current consump- 

tion. Add this to easier cleaning, 

better cooking, everlasting beauty 

and you understand why Carlton Ware 

sells better. Ask your jobber. 

THE CARROLLTON METAL PRODUCTS CO. 
: CARROLLTON, OHIO 


CARLTON inowiecet 
AND NICKEL 


>TAINLESS STEEL WARE 





Variety and 
Department 
Store has been 
waiting for this 
peucil to mark 


Cellophane packages: 


Customers 7eed 
this CELLOPHANE 
gee: Pencil 


BLACK REO O) BLUE GREEN 
- 0 WHITE O YELLOW 
























Name 
Address 
City State 
* PENCIL —_—_—— 
J3/2 Z Sk oO) A, COMPANY, PHiLaDeLenia 
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STEEL UTILITY CABINET 









Outside 

Dimensions 
20%” wide 
3714” high 
13%” deep 





‘1 
Delvd. 


Not only can be used in your own store for 
small parts, but this 27-drawer cabinet can 
be sold to your regular trade. Ideal for 
samples, factory parts, catalogues or other 
merchandise. Made of cold rolled steel, 
electrically welded throughout. Olive green 
finish 
Write for Dealer's Discount 


STANDARD STEEL PRODUCTS CO. 
380 MAIN STREET, POUGHKEEPSIE, N. Y. 








NATIONALLY 
KNOWN 


NATIONALLY 
ADVERTISED 


The WALL Line 
is complete. Hardware, mill supply, 
agricultural, contractors, marine, 
drilling, transmission, oakum and 
twine. Spun and laid from selected 
fibre for the particular purpose, 
under experienced supervision. 

Your guarantee is Wall’s century- 
long service to industry. 


WALL ROPE WORKS, In-. 
48 South Street, N.Y.C. Factory: Beverly, N.J. 


Branch Offices: 
33 So. Charles St., Baltimore 821 Folsom St. San Francisco 
123 South Broad St., Phila. 425 Decatur St. New Orleans 
57 Comm’! P1., Norfolk, Va. 671 Orleans St., Chi , il. 
102 Broad St., Boston, Mass. 217 E. Archer St. Tulsa, Okla 
2000 Nance St., Houston,Tex. 


STOCKS IN ALL INDUSTRIAL CENTERS 
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Fire Prevention Week 


(Continued from page 37) 


of the extent and cause of fire 
damages should be very useful 
to you, in your campaign. Dam- 
age totalling about $300,000,000 
is suffered, each year, in this coun- 
try, as the result of fires. The 
possession and proper location of 
fire-fighting equipment could 
eliminate or greatly reduce a large 
part of the 350,000 building fires 
suffered each year in the United 
States. The property loss, due to 
fires, in this country is appalling 
but even more horrible to know is 
the fact that 10,000 persons, in- 
cluding firemen, die each year as 
the direct result of fires. 


Campaign Material 


Here’s a worth while bit of 
ammunition for your campaign. 
A. O. Boniface, secretary, Chemi- 
cal Fire Extinguisher Association, 
said in a recent address: “Fire 
extinguishers will do the job they 
are designed for—putting out in- 
cipient fires—if they are properly 
maintained. A one-year record of 
the combined fire reports of 18 
large cities reveals that over 14 
per cent of fires for which a total 
of 83,378 alarms were sounded, 
were put out before the arrival of 
the fire department. That means 
that 11,760 fires were extinguished 
before they became destructive. If 
fire extinguishers had been avail- 
able on every ong of the proper- 
ties involved in the other 71,618 
fires, there would have been a 
large percentage of fires which 
were put out before the arrival of 
firemen. 

“That conclusion is supported 
by records of a large insurance 
organization which equipped all 
its properties with extinguishers. 
For a period of four months there 
were 594 fires reported in these 
properties, but 59.8 per cent, or 
279 of them, were put out with 
hand fire extinguishers.” 

The Safety Research Institute 
says, “No figures on car fires are 
known to have been compiled for 
the United States as a whole, but 
by using data supplied by the 
Holland Tunnel, the National Fire 
Protection Association, and the 
National Safety Council, the fol- 


lowing rough estimates can be 
obtained (as to car fires) : 
Number of car fires, U. S. A. 
per year ... 
Number of deaths in car fires, 
U. S. A., per year od 500 
Value of property destroyed, 
U. S. A., per year ......$44,000,000 


1,000,000 


“Undoubtedly, the general use 
of extinguishers on motor vehicles 
would greatly reduce this toll, be- 
cause, with the proper type of ex- 
tinguisher, a motorist is able to 
extinguish promptly almost any 
fire that might break out in his 
car, whereas without one, he may 
be entirely helpless to cope with 
the flames. . . . One very good rea- 
son for having extinguishers on 
all cars is that the most serious 
and dangerous car fires are caused 
by collisions and other accidents.” 

Try to get your local schools. 
local newspapers, social, fraternal 
and other organizations, police 
department and fire department 
interested in promoting a Fire 
Prevention Week in your com- 
munity during the National Fire 
Prevention Week, Oct. 9-14. Tie 
in with that campaign with adver- 
tisements and a good window dis- 


play. Here are some suggested 
items you can include in your 
display: Fire extinguishers, gar- 


den hose, metal trash containers. 
with covers; rubbish burners, 
metal cabinets for storing oils. 
paints, gasoline, cleaning com- 
pounds, mops, brooms, dusters 
and other merchandise that can 
be part of the cause of spontane- 
ous combustion. Get pictures of 
fires for your window and if pos- 
sible borrow some local fire de- 
partment equipment for decorative 
effects. 


Feature Statistics 


Above all show some figures on 
fires and their cause as listed in 
this article. Show old and obvi- 
ously defective heating equipment. 
cooking equipment and contrast 
it in the display with new and 
safe equipment. If you have the 
space you could show part of a 
“cellar” in your window with 
waste materials lying in a heap. 
A sign should explain that such 
heaps can be the starting point 
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for a conflagration. Another part 
of ‘the same window could show 
modern metal containers for waste 
with a sign stating this type of 
equipment can be used to prevent 
the possibility of a terrible fire 
as the result of spontaneous com- 
bustion. 


Warn Plant Owners 


Warn your industrial plant 
owners and executives, home own- 


‘ ers, garage men and others using 


machinery that proper oiling of 
machinery, whether it is gasoline 
or electrically powered equipment, 
will prevent the overheating of 
motors which always constitutes 
a fire hazard. This should help 
create oil sales. Tell your com- 
munity to clean up rubbish heaps 
in yards, empty lots, basements, 
etc., particularly if those heaps 
contain oily rags, papers and 
wood. Emphasize the need for 
having clean chimneys, clean flues 
and properly insulated furnace 
pipes. Play up the idea of replac- 
ing worn furnace and stove pip- 
ing, electrical wiring, etc. Sell 
your police department on the 
idea of equipping patrol cars with 
fire extinguishers, as many larger 
cities now do. You can thus help 
prevent many fire disasters and 
will—if you do a good selling job 


get a nice contract for yourself. 
Statements on fire prevention 
are available from the National 
Fire Protection Association, 60 
Batterymarch St., Boston, Mass.; 
National Board of Fire Under- 
writers, 85 John St., New York 
City, and the Safety Research In- 
stitute, 420 Lexington Ave., New 
York City. These releases in the 
hands of your local newspapers 
can help greatly in selling the idea 
of fire prevention, and can give 
you some ideas. 


Analyze Hazards 


And for your own good analyze 
the possible fire hazards in your 
own store and your own home and 
rectify the conditions. You will 
be amazed at some of the causes 
of fires in hardware stores. The 
most recent available figures, of- 
fered by the National Fire Protec- 
tion Association, and published in 
that organization’s October, 1932, 
Quarterly shows that of 185 hard- 
ware store fires, classified, the 
cause of 119 was known, while 66 
were listed as being of unknown 
origin. 

Get busy in your own store, on 
your own fire prevention cam- 
paign and then scare people in 
your community into buying fire 
prevention and fire fighting needs. 


HARDWARE STORES 


Total Number of Fires Reported, 185 


Cause 

Spontaneous ignition 

Oily material. 21] 

Rubbish, 6 

Painters’ material, 2 
Matches—Smoking 
Electrical Causes 
Exposure 


Defective or overheated heating equipment 


Stoves and furnaces—-coal burning. 6 
Oil-burning equipment, 5 
Gasoline stoves, 2 
Ignition of flammable liquids 
Ignition of rubbish or litter 
Probably smoking, | 
Sparks from boiler. 1 
Unknown, 5 
Defective chimneys or flues 
Incendiary 
Hot Ashes 


Other known causes 


Total known causes 
Unknown causes 
Total 
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Classification of Causes 


Per Cent 
of Total 
No. of Fires Known Causes 


29 24.4 
18 15.1 
14 11.8 
14 11.8 
13 10.9 
8 6.7 
7 5.8 
5 4.2 
4 3.5 
2 1.6 
5 4.2 
119 100.00 
66 
185 


| 




























































SAVE TIME 


SIZE MARKED 
timp 2 
PUMP LEATHERS 


cS ae 





Simplex size-marked pump leathers are 
easiest to sell—and they will stay sold 
The size is so clearly marked on each 
leather there can be no mistakes about 
size—no hunting for rulers to measure 
and no exchanges from customers 

By selling Simplex size-marked pump 
leathers you cut down selling expense 
and give your clerks more time to sell 
other items. You build the reputation of 
having a well-stocked store with an in- 
telligent sales force. Try this new way to 
make sales more profitable 


Ask your jobber or write us for price !ist. 














BLAKE & LAMB 
are 
“GOING TO TOWN!” 


Hardware jobbers, distributing 
BLAKE & LAMB Steel Traps are 
encountering eager acceptance 
on the part of dealers—grateful 
for higher quality coupled with 
lower prices. Hardware dealers, 
insisting upon BLAKE & LAMB, 
are meeting and beating every 
other channel of steel trap dis- 
tribution. These are facts worth 
the immediate investigation of 
every progressive jobber and 
dealer. 


THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANL FACTURERS 


SOUTH BRITAIN, CONNECTICUT 











56 N. Commerce St. 


A QUALITY PRODUCT 
in 


AN ATTRACTIVE PACKAGE 


at 
COMPETITIVE PRICES 
TALOCO Gum Spirits of 
Turpentine is filtered, 


dehydrated, and packed 
at the source of supply. 


Warehouse Stocks in Principal Cities 


TAYLOR, LOWENSTEIN & CO. 


Mobile, Ala. Cincinnati, O. 





605 Gerke Bidg. 
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Coming Conventions 
and Events 


Corrected each issue 


according to latest data 


Arkansas Retail Hardware & Im- 
plement Assn., Feb. 14-15, 1939, at 
Marion Hotel, Little Rock, Ark. G. L. 
Turner, 320-322 E. Markham St., Little 
Rock, is secretary. 


American Hardware Manufactur- 
ers Assn. and the National Wholesal- 
Hardware Assn., Oct. 17-20, 1938, at the 
Marlborough-Blenheim Hotel, Atlantic 
City, N. J. Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ group, and 
George A. Fernley, 505 Arch St., Phila- 
delphia, is secretary-treasurer of the 
wholesalers’ group. 


American Hardware Supply Co., 
Jan. 30-31, 1939, at company headquar- 
ters, 41-43 Terminal Way, South Side, 
Pittsburgh, Pa. William M. Stout is 
general manager. 


Illinois Retail Hardware Assn., Jan. 
31, Feb. 1-2, 1939, at State Armory, 
Peoria, Ill. C. G. Gilbert, 1155 Merchan- 
dise Mart, Chicago, is managing direc- 
tor. 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 7-10, 1939, in 
Des Moines. Exhibit at Coliseum; 
meetings at Hotel Savery. Philip R. 
Jacobson, Mason City, Iowa, is secretary. 


Implement Dealers Assns., National 
Federation of, Oct. 11-13, 1938, at the 
Hotel Sherman, Chicago. Herbert J. 
Hodge, secretary, Abilene, Kan. 


Indiana Retail Hardware Assn., Jan. 
24-27, 1939, in Indianapolis, Ind. Ex- 
hibit at Murat Temple. G. F. Sheely. 
915-935 Security Trust Bldg., Indianap- 
olis, is managing director. 


Kentucky Hardware & Implement 
Assn., convention and exhibit, Jan. 17- 
19, 1939, Seelbach Hotel, Louisville, 
Ky. J. M. Stone, 1009 Seelbach Hotel, 


is secretary. 


Missouri Retail Hardware Assn., 
Feb. 21-23, 1939, at Hotel Jefferson, St. 
Louis, Mo. Exhibit at hotel. Peyton C. 
Clark, 2861 Gravois Ave., St. Louis, is 
secretary. 


Michigan Retail Hardware Assn., 
convention and exhibit, Feb. 7-10, 1939, 
in Grand Rapids, Mich. Exhibit at 
Civic Auditorium; meetings at Pantlind 
Hotel. Harold W. Bervig, 1112 Olds 


Tower, Lansing. Mich., is secretary. 


Minnesota Retail Hardware Assn., 
convention and exhibit, Feb. 21-24, 1939, 





at Auditorium, St. Paul, Minn. C. J. 
Christopher, Nicollet at 24th, Minne- 
apolis, Minn., is manager-treasurer. 


Montana Implement & Hardware 
Assn., Oct. 24-26, 1938, at Lewistown, 
Mont. R. M. O’Hearn, Townsend, Mont., 


is secretary. 


Mountain States Hardware & Im- 
plement Assn., Jan. 30, Feb. 1, 1939, 
at Cosmopolitan Hotel, Denver, Colo. 
John T. Bartlett, 637 Pine St., Boulder, 


Colo., is secretary. 


National Wholesale Hardware 
Assn. and the American Manufacturers 
Assn., Oct. 17-20, 1938, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary-treasurer of 
the wholesalers’ group, and Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
group. 


Nebraska Retail Hardware Assn., 
convention and exhibit, Feb. 14-16, 1939, 
in Omaha, Neb. Exhibit at Municipal 
Auditorium; headquarters, Rome Hotel. 
E. C. Hermanson, 325 Insurance Bldg., 
Lincoln, Neb., is secretary. 


New England Hardware Dealers 
Assn., March 1-2, 1939, at Hotel Statler, 
Boston, Mass. Exhibit at hotel. George 
G. Hoy, 140 Federal St., Boston, is 
secretary. 


New York State Retail Hardware 
Assn., annual convention and trade 
show at Hotel Syracuse, Syracuse, N. Y., 
Feb. 7-9, 1939. Secretary, John B. 
Foley, 508 Hillds Bldg., Syracuse, N. Y. 


North Coast Hardware & Imple- 
ment Dealers Assn., in Feb., 1939, in 
Portland, Ore. Theo. S. Coy, Olympic 
Hotel, Seattle, Wash., is secretary. 


North Dakota Retail Hardware 
Assn., convention and exhibit. Feb. 7-9, 
1939, in Mont, N. D. Exhibit at Ar- 
mory; meetings in Knights of Pythias 
Hall. Louise J. Thompson, Grand 
Forks, N. D., is secretary. 


Ohio Hardware Assn., Feb. 1417, 
1939, at Deshler-Wallick Hotel, Colum- 
bus, Ohio. Exhibit at Convention Hall. 
John B. Conklin, 175 South High St., 


Columbus, is secretary-treasurer. 


Oklahoma Hardware & Implement 
Assn., convention and exhibit, Jan. 31, 
Feb. 1-2, 1939, at Municipal Auditorium, 
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Quicker 
Sales 


with 


Triplex Flat Heads 


Show your customers how to save time and money by 
using Triplex Flat Head Cap Screws—how they speed 
assembly through properly formed heads, clean threads, 
quick starting points, accurate countersink fit. Like all 
Triplex high quality products, made from strictly speci- 
fied steel, they build loyal customers for you—and 
profits. Write for catalog, samples and prices today. 


THE TRIPLEX SCREW CO. 


5317 GRANT AVENUE, CLEVELAND, OHIO 


IPLEX 


COMPLETE LINE OF La SET SCREWS, BOLTS AND NUTS 


Millions Sold — Used in Every Industry 














~(CHICAGO)~— 
SPRING HINGES 
New “Sagless” Spring Pivot-Hinge 








Type 4007 


Exterior Tension Adjustment 
Type 4007 ‘“Sagless” gate spring pivot hinges may be 
quickly adjusted to different sizes and weights of gates. 
The exterior tension adjustment is conveniently located 
and easily accessible after the gate has been hung. 
Hardware Dealers will find this improved 
gate hinge a profitable addition to their stock. 


“Sagless”’ 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U. S. A. 
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A Good 
Leader 


Dog chains sparkle with 
new attraction when displayed 
on this handsome, colorful 
hanger. They sell faster than 
ever before. Get this deluxe 
merchandiser free by order- 
ing our special assortment of 
CLEVELAND DOG CHAINS. 
It will lead the way to more 
sales on your whole line of 
CLEVELAND CHAIN. 
CLEVELAND Made—Highest Grade 


Welded and Weldiess Chain 
Since 1869 


Anchor Chain Machine Chain 
“BBB” Chain Proof Coil Chain 
Breast Chains Sash Chain 
Chandelier Chain Sling Chains 


Conveyor Chain Steel Loading Chain 


Cow Ties Tie Out Chains 
Dog Chains Tire Chains 
Dredge Chain Trace Chains 
Halter Chains Tractor Chains 
Harness Chains Utility Choins 
Log Chains Wagon Chains 


Order From Your Wholesaler 


THE CLEVELAND CHAIN 
& MFG. CO., CLEVELAND, OHIO 


LAND CHAIN 





YOUR SALES! 


_ CONSULT HELLER! 


Heller offers hardware dealers every 
where the latest in attractive display 
tables and fixtures for displaying 
stock to best advantage! INCREASE 
SALES THE HELLER WAY! Stim 
ulate greater buying all year with 
HELLER'S famous line of “‘eye ap- 
pealing’’ finely constructed store fix 
tures and equipment based on 45 
years’ experience in manufacturing 
and economical planning of thousands 
of successful stores throughout the 
world! 


NEW 1938-39 FEATURES 
AT LOW PRICES! 


Learn the details about HELLER'S 
recent new modernistic fixture devel 


opments for 1938-39 built to pro 
duce greater customer buying and 
offering the usual HELLER high 
quality at surprisingly low prices 
INVESTIGATE NOW! WRITE 
TODAY! 


W.C.HELLER & 


OCMm Jeary 
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ATTENTION DEALERS! 
HELLER OFFERS FREE 
STORE PLANNING SERVICE! 


Before making any change in your store 
BE SURE TO SEND FOR YOUR INDI 
VIDUAL HELLER FREE STORE PLANS 
TODAY! Just send size of your store to 
gether with any changes you might be plan- 
ning and our Service Department will owt 
line suggestions and prepare elevation 
sketches showing how the fletures will look 
especially for your own store! Be sure to 
take advantage of this marvelous FREF 
OFFER now and remember it comes to you 
without any obligation or cost on your part 


Send for Your Free Sketches Today! 
LITERATURE ILLUSTRATING FAMOUS 


HELLER LINE ALSO SENT FREE UPON 
REQUEST! 


938 Bryant St. 


20 Vesey St. 
Montpelier, Ohio 


New York City 
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SHERMAN 


BARREL FAUCETS 


> 


‘Nn 


Hae 






All Brass 
Including 
Handles 


Fig. 106—Self-closing. Completely 
theft-proof. Easily operated. Leak 
proof. Insures full flow even when 
barrel is nearly empty. 

Fig. 105—Improved design. Ground 
key, lock lever pattern. Extra large 
capacity. Packed in cartons. 

Sold thru 
Jobbers 











Fig. 105 
%” and %” sizes 


H. B. SHERMAN MFG. CO. 
Battle Creek Mich. 











AT YOUR SERVICE f 


Tue “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. He’s at your 
service! 


HARDWARE Ac! 
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Oklahoma City, Okla. C. F. Nelson. 
4111 Key Bldg., Oklahoma City, is sec- 


retary. 


Pacific Northwest Hardware & Im- 
plement Assn., convention and exhibit, 
Feb. 6-8, 1939, at Davenport Hotel, 
Spokane, Wash. Dale Strong, 523 Realty 
Bldg., Spokane, is secretary. 


Panhandle Hardware & Implement 
Assn., Feb. 6-7, 1939, at Herring Hotel, 
Amarillo, Tex. C. L. Thompson, Canyon, 
Tex., is secretary. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., Feb. 21-24, 
1939, at William Penn Hotel, Pitts- 
burgh, Pa. Exhibit at hotel. W. Glenn 
Pearce, 400 North Broad St., Philadel- 
phia, is managing director. 


South Dakota Retail Hdwe. Ass’n, 
convention and exhibit, March 14-16, 
1939, in Corn Palace, Mitchell, S. D. 
C. J. Christopher, Nicollet at 24th, 
Minneapolis, Minn., is manager-trea- 
surer, 


Tennessee Retail Hardware Assn.. 
Feb. 15-16, 1939, at Andrew Jackson 
Hotel, Nashville, Tenn. J. F. Vaughan, 
Jr., Winchester, Tenn., is  secretary- 
treasurer. 


Texas Hardware & Implement Assn., 
convention and exhibit, Jan. 24-26, 1939, 
in Houston, Tex. Exhibit San Houston 
Coliseum; headquarters, Texas State 





ontests 


BEHR-MANNING CORP., 
Troy, N. Y.— $25, $15 and $10 
awarded for the three best photos of 
window displays trimmed with com- 
pany’s sandpapers or oilstones. Non- 
winning entries receive Crystolon 
Handy Sharpener. Company will pay 
particular attention to general ar- 
rangement and ease with which its 
products and names can be recog- 
nized. Entries made with glossy 
black print, 5 by 7 or 8 by 10 in. 
not later than Oct. 10. Address The 
Triangle, in care of the company. 


LOVELL MFG. CO., Erie, Pa.. 
$300 in prizes for the best window 
displays of all “Lovell’-equipped 
washers during National Washer and 
lroner Week, Oct. 23-29. First prize, 
$100; second prize, $50; third prize, 
$35; three fourth prizes of $25 each 
and five fifth prizes of $10 each. All 
washers used in display must be 
equipped with Lovell wringers. 
Other home laundry items may be 
shown. Part of display material 
available to dealer from company 
must be used. Other display ma- 


Hotel. Dan Scoates, College Station, 
Tex., is secretary. 


Triple Convention of the Ameri- 
can Supply and Machinery Mfrs. Ass’n, 
National Supply & Machinery Distrib- 
utors Ass’n, and Southern Supply & 
Machinery Distributors Ass’n, May 17 
to 23, 1939, aboard the S. S. Bremen 
on a cruise to Bermuda. Secretary of 
the American Ass’n, R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa.; 
National Ass’n, H. R. Rinehart, 505 
Arch St., Philadelphia, and Southern 
Ass'n, Alvin M. Smith, Smith-Courtney 
Co., Richmond, Va. 


Virginia Retail Hardware Assn., 
Feb. 21-22, 1939, at Virginian Hotel, 
Lynehburg, W. Va. R. A. Fryaser, 17 
N. Sixth St., Va., is secretary. 


Washer-Ironer Show, first annual 
exhibit sponsored by the American 
Washer and lIroner Mfrs. Assn., Stevens 
Hotel, Chicago, In January, 1939. 


Western Retail Implement & 
Hardware Assn., annual convention 
Jan. 17-19, 1939, at the Municipal Audi- 
torium, Kansas City, Mo. 


Wisconsin Retail Hardware Assn.. 
convention and exhibit, Feb. 7-10, 1939, 
at Auditorium, Milwaukee, Wis. Ex- 
hibit manager, George W. Kornely. 
3374 N. Green Bay Ave., Milwaukee. 
H. A. Lewis, Stevens Point, Wis.. is 
secretary. 


OF INTEREST TO THE 


HARDWARE TRADE 





terial may be included. Entries sub- 
mitted by glossy photographs, 8 by 
10 in. preferably, and plainly iden- 
tified. No photos returned. They 
become company property. Contest 
closes midnight, Nov. 10, 1938. Ad- 
dress Contest Dept.. care of com- 
pany. 


THE SILEX CO., Hartford, 
Conn.—$5,040 distributed for best 
window displays of Silex glass 
coffee makers. Contest is classified 
according to city population and 
also to groups—dealers and depart- 
ment stores and utilities. For deal- 
ers: three first prizes of $250; three 
second prizes of $50. and 75 third 
prizes of $10. Jobbers’ salesmen 
selling winning stores receive prizes: 
three first prizes of $25; three 
second prizes of $15, and 75 third 
prizes of $10. More than one photo- 
graph may be submitted. Entry 
blanks available from jobbers’ sales- 
men. Contest begins Oct. 15 and 
closes Dec. 1. 1938. Entries must 
be mailed not later than Dec. 10. 
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TURNERDAY 


HICKORY HANDLES 


For Strihing Tools 


Trademarked 
TURNER, 


and Grademarked 





for Your 
DAY & WOOLWORTH HANDLE 


Write 
re 


For Catalog, 
LOUISVILLE, 


Protection 
co., INC. 








Build a Better Business with 


a New PITTCO Store Front 


Glos. 


PITTSBURGH, PA. 


f.PITTSBURGH 
zat GLASS COMPANY 


GRANT BLDG. 




















NEW Southern 
Saddlery Catalog! 


JUST OUT 


Largest, most profitable har- 








ness and leather goods line 
in years. New lows in prices, 
new highs in values. Favor- 


able dealer discounts! 


















Send for your FREE Illus- 
ie dehd-oll Orch cet tole mm hO)D)- @ 


SOUTHERN SADDLERY CO. 


Chattanooga, Tennessee 
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MDX: Heel 


STA 


Give Greatest Satisfaction 





fit the shoe per- 
wear longest and 


for 30 years. They 
fectly, hold securely, 
sell best. 

Nine sizes—a size 
‘4 gross pairs in box. 
pairs on cards. 


Sold by Leading Jobbers 
Send for Samples and Prices 


STAR HEEL PLATE CO. 
Newark N. J. 


Also assorted 3 


,OGOCBOCE -| 


x* 


SAND’S LEVELS 


—TELL THE TRUTH — 
o_o 


WORLD'S STANDARD FOR 43 YEARS 


“Factory Built-In Accuracy” 


MASONS’ WOOD AND ALUMINUM 
CARPENTERS’ WOOD AND ALUMINUM 
TILE SETTERS’ WOOD AND ALUMINUM 
SAND’S-STEVENS SURFACE AND LINE 


Write for Catalog 


SAND’S LEVEL & TOOL COMPANY ° . 


8631 Gratiot Ave. DETROIT, MICH. ® 
eeeoe 
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Plates | 


That’s why they have proved Star sellers | 


for every size shoe. | 


* | 














Were You One of Them? 


1100 Retail Hardware Stores added 
SESAMEE LOCKS as a regular 


stock item during 
August. There must 


be a reason. 
Ask your Jobber 
BEMIS & CALL CO. 




















regardless of quantity 
1vailable upon request 


INC. 


Made to order in any metal 


Copy of 


JOHN HASSALL, 


ur new catalog a 


400 OAKLAND ‘ST. BROOKLYN, 1 a « 











’ rs ° 
Good Window Displays « « « 
Do you realize that no one factor will draw people to your store 

like attractive window displays of seasonable merchandise? 


Hardware Age is continually reproducing such window displays 
its representatives are always on the lookout for new ideas. 


HARDWARE AGE, 








239 West 39th Street, 


And many dealers who require their own copy of Hardware Age 
find it highly profitable to subscribe to e:.tra copies for their sales 
force. 

The cost, $1.00 per year, is returned over and over in better 
windows and increased trade. 


« « « « « « « « « « « « | 


New York City | 
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EVERY GAS STOVE NEEDS THE 






Patented 
HYDRO-FLUE HUMIDIFIER 


New Model with DUPLEX 
— DRAFT now avail- 
able. 


Modernizes the kitchen—ban- 


ishes old-fashioned stovepipe, 
vaporizes fumes, traps grease 
good ter- 


and dirt. Salesmen 
ritory open. 


WARD MFG. CO. 
107-09 E. Milwaukee 
Detroit 





Tools that Serve — 
Cutlery that Cuts 


We protect you through Jobbers 


DAMASCUS STEEL PRODUCTS CORP. 
Rockford Illinois 














BOCHESTER ADJUSTABLE 
SASH BALANCES 


A product of Guar- 
anteed quality. Real 
profit in handling 
them. 

Write for prices. 


Rechester Sash Balance Co., ine. 
Rechester, N. Y. 

















“Little Giant’? Faucet Reseater 


1 A useful tool for 
every home owner. 
It will produce a 
beveled seat in a 
faucet — make it 
leak-proof. Equipped 
with 3 cutters and 3 
pilots. Retails prof- 
itably at $1.50 each. 
Write for Prices. 


Little Giant Mfg. Co. 
3781 Grand Ave. 
DETROIT, MICH. 


— 
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STREL MORTAR HODS 

Ne dripping onte 
the user’s back. 
Made entirely of 
steel with wooden 
shoulder saddle 
aod handle. 
Edges are heavily 
reinforeed. The 
fork is pressed 





26”x12" 
a1i% 
deep 





from heavy gauge 
steel 


Mortar 


Write for prices. 
The Cleveland Wire Spring Ce. 
38th St. and Hamilton . 
* Cleveland. Ohie 


DENISTON 


‘“‘Lead Seal’? NAILS 


Get samples of this remarkable roofing nai) 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
feal’’—the lead under the head and down the 
shonk actually plugs the nail hole with lead! . . 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 
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The “Who Makes It?” issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products, etc. 


Kingston, Ont.: Who makes the 
Buddy trailer stoves? Edwin Chown 
& Son, Ltd. 

ANSWER: 
Mich. 


Fatsco, Benton Har- 


bor, 


Who makes the 
Charles L. 


Mount Ayr, fa.: 
Fog fire hose nozzles? 
Horne Hardware Co. 


ANSWER: Fog Nozzle Co., 1520 
E. Slauson Ave., Los Angeles, Calif. 


Florence, S. C.: Who makes trail- 
er hitches? Schofield Hardware Co. 


ANSWER: Hancock Mfg. Co.. 
Jackson, Mich., Hall Mfg. Co.. 
Cedar Rapids, Iowa, Lansing Drop 
Forge Co., Lansing, Mich. 


Pinconning, Mich.: Where can 
we purchase English china ware? 
W. E. Tremlin. 

ANSWER: Edward Boote, 35 W. 
23rd St., New York, N. Y., Mad- 
dock & Miller, Inc., 129 Fifth Ave., 
New York, N. Y., W. S. Pitcairn 
Corp., 104 Fifth Ave., New York, 
N.Y. 


Marcus, Ia.: Who makes Uni- 
cycles or Monocycles—has one 
wheel, seat above and _ pedals? 
Joseph Hamilton. 

ANSWER: Jonas 
Inc., 12 Warren St., 
N.Y. 


B. Oglaend. 
New York, 


* * * 


Campbelltown, Pa.: Please fur- 
nish the address of the Central Mfg. 
Co., manufacturers of kitchen sinks? 


A. M. Brandt. 
ANSWER: Connorsville, Ind. 


* * * 


Tucson, Ariz.: Where can we 
purchase the Halford English fly 
line? F. Ronstadt Hardware Co. 


ANSWER: Wm. Mills & Son, 21 
Park Place, New York, N. Y. 


* * * 


Narberth, Pa.: Who makes arti- 
ficial food for window displays? 
Ricklens Hardware. 

ANSWER: 
play Co., 107 Lawrence St., 
lyn, N. Y. 


Imitation Food Dis- 
Brook- 


* * * 


Manhasset, N. Y.: Who makes 
electric wire strip used around base 
board, so that plug can be inserted 


HARDWARE AGE 














MAKES IT?” 


information regarding svurces of supply as prv- 
vided readers of Hardware Age by the “Who Makes 
it?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?’ 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard 
ware Age Directory Number. 


anywhere along — strip? Wright 
Hardware. 
ANSWER: Electrotrim, — Ine.. 


Union City. Ind. 


Wolfeboro, N. H.: Who makes 
Kaustine septic toilets? H. H. 
Wallac. 


ANSWER: Kaustine Co.. Ine., 
1936 Thomas St.. Perry, N. Y. 


Bridgeport, Conn.: Who ‘makes 
the Presto suitcase locks? Kann & 
Co. = 


ANSWER: Presto Lock Corp.. 
70 Washington St.. Brooklyn, N. Y. 


Mobile. Ala.: Who makes the 
Bottle Tot dolls? Dixie Hardware 
Co. 


ANSWER: American Character 
Doll Co., 200 Fifth Ave.. New York, 
N. ¥. 


Watertown, Mass.: Please fur- 
nish the address of the Angel Nov- 
elty Co. Watertown Supply Co.., 
Inc. 


ANSWER: Broad St., Fitchburg, 
Mass. 


Tampa, Fla.: Who makes the 
Strong made cutters? Henry West 
& Sons, Inc. 


ANSWER: Strong Made Cutter 
Co., Tampa. Fla. 
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Little Rock, Ark.: Who makes 
Castration Clamps for castrating 
bulls and stallions? Linkway Store 
Co. 


ANSWER: J. Sklar Mfg. Co., 133 
Floyd St.. Brooklyn, N. Y. 


* * * 


Monroe, La.: Who makes the 
Branford marine lighting plant? 
Shotwell & Brown. 


ANSWER: Malleable Iron Fit- 
tings Co.. Branford, Conn. 


Wilkes-Barre. Pa.: Who makes 
the Elkhart foam fire extinguisher? 
Joseph A. Ciesla. 

ANSWER: Elkhart Brass Mfg. 
Co., 1305 Beardsley St. Elkhart. 
Ind. 


Montgomery, W. Va.: Who makes 
play balls used by blind children 
with bells inside? Fudge Hardware 
Co. 


ANSWER: Barr Rubber Prod- 
ucts Co., Sandusky. Ohio. 


* * * 


Martins Ferry, Ohio: Where can 
we purchase commercial Bingo sets? 
Leo Craver Hardware. 

ANSWER: E. S. Lowe Co.. 698 
Sixth Ave... New York. N. Y. 


* * *% 
St. Marys, Pa.: Where can we 


purchase the Diana air rifle pellets? 
Smith Bros. Co. 


ANSWER: Stoeger Arms Corp., 
507 Fifth Ave., New York, N. Y. 









Only “IS 
WIREGRIP 


BELT HOOKS 


have the blue aligning eards that 
prevent hook waste—loss from 
handling, loss of short card ends. 


Those Who Sell Belt Hooks ayppre- 
ciate the new WIREGRIP method of card- 
ing, for it not only protects fingers from 
the sharp points, but also prevents hooks 
from coming off cards, prevents them from 
flattening down even when roughly handled. 
Every card remains saleable. 

Those Who Use Belt Hooks prefer 
WIREGRIP HOOKS because they are 
safely handled, and because the blue card 
holds hooks, even the shortest ends, in 
perfect alignment. Every hook is used—no 
card end waste. Lacers are more easily 
loaded as hooks are certain to be accu- 
rately positioned to fit the lacer. 
ARMSTRONG-BRAY offers the only com- 
plete line with both types of belt lacing— 
WIREGRIP Belt Hooks and STEELGRIP 
Flexible Belt Lacing (that goes on with a 
hammer); also Lacers, both 
vise and bench types, and 
couplings and fasteners for 











round belting. 
Write for catalog sheets 


ARMSTRONG - BRAY 
& CO. 
“The Belt Lacing 
People’’ 


304 Loomis Ave., 
CHICAGO, U.S.A. 

















KEY BLANKS 


OF EVERY DESCRIPTION 
Also, assorted skeleton keys. 


Catalogue on request 


GRAHAM MFG. co. 


Dept. W. 
Derby, Conn., U. S. A. 








Process 


GUNSHINE 


grench 


cHAM 


MADE IN U.S.A. 


ASK YOUR JOBBER 


oo ee, oo ee 
TANNING CORP. 


HAVERHILL MASS. 








Horse & Mule 
Shoes 


Hand puddled 
bar iron and 
iron rivets j 


THE BURDEN IRON COMPAN 


Established 1809 
TROY, N. Y. 
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Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 
Set solid, maximum, 50 words....... $3.00 


jitals, max: 50 =. .00 
"Sawa... = 
Positions Wanted 
i x a Ban set one, maximum, - 


Bach additional word | 


01 
Allow Seven Words for Keyed Address or Your Address 


R~-esaed DMSPLAY RATES 
Ome tmch ..cccccccccccccoces ‘ 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 insertions, 10% off; 8 insertions 15% off. 


Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments. 


—e— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 
— @— 


HARDWARE AGE is published every 
other Thursday. Classified forms close 
15 days previous to date of publication. 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 

—eo— 

Address your correspondence and replies tc 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 














HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced and well trained employees in the hardware 
industries. No charge to employers for this ser- 
vice. If we can be of any help to you, just 
‘phone ASSOCIATED PLACEMENT BUREAU, 
152 West 42nd Street, New York City. Wis. 
7-1802, 1803. 





Young Aggressive Credit Man 


can be of real service to up-to-date hard- 
ware manufacturer, Jobber or re- 
tailer, Eight years’ experience in responsible 
position with large New York Bank and at 
present with well-known electric refrigeration 
corporation. Married; age 28. References ex- 
changed. 

Address Box le care of HARDWARE AGE 

239 W. 39th St., N. Y. City 











EXPERT ACCOUNTANT, BOOKKEEPER, 
OFFICE AND Credit Manager, with eleven 
years’ thorough experience. Assume complete 
charge of books, credits and entire office. High- 
est references available. Address Box D-166, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City 

WILLING, HARD WORKER, 35, GOOD 


desires position, with 
housefurnishing firm, 
Has had 14 years’ 


appearance and character, 
reliable wholesale or retail 
New York or out of town. 
experience in hardware, houseware and electrical 
supplies, as reliable stock clerk and manager. Ad- 
dress Box D-174, care of Harpware Ace, 239 W. 
39th St., N., Y. City. 


ENERGETIC, SINCERE MAN, 
TWO SEEKS job offering permanence 


FORTY 
and future 


opportunity. Inside or outside wor Creative 
ideas. Fifteen years’ electrical specialty field. 
Wholesale and retail. Special study point of pur- 
chase merchandising problems. Nominal salary 
until results justify increase Address Box 
1-177. care of Harpware Ace, 239 W. 39th St., 
m. @. €me. 


AVAILABLE. AGGRESSIVE 
considerable experience contact- 
industrial plants, institutions, 
builders, wholesale and retail trades, etc. Metro- 
politan New York area. Adaptable to any line 
of business. Operate own car. Real hard worker, 


SALESMAN 
YOUNG MAN, 
ing and selling 


thoroughly responsible and can produce results. 
Address Box 1-170, care of Haroware Acre, 239 
WwW. Deh Se. K. V: Gity 

YOUNG MAN, 26 YEARS OLD, five years 
with leading wholesale hardware distributor cov- 
ering Middle Atlantic States, seeks responsibie 
position with manufacturer. Ability to operate 


books, handle credit and collections, buy and sell 
or perform any function requiring initiative. 
Pace graduate, single, neat, pleasing personality 
and free to travel anywhere. Excellent references. 
Address Box 1-164, care of Harpware Acer, 239 
W. 39th St.. N. Y. City. 
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BUILDERS’ 
OUGHLY EXPERIENCED in all phases of busi- 


HARDWARE MAN, THOR. 
ness, knows leading manufacturers’ lines, handle 
all details, scheduling from blueprints and speci- 
fications, capable buyer and department manager. 
Address Box D-176, care of Harpwark AGr, 239 
W. 39th Se.. N. ¥. City. 


STORE OR DEPART- 
Trained in chain store mer- 
buying control, sales promo- 


EXPERIENCED 
MENT MANAGER. 


chandising methods, 


tion and display. Experience gained through 
more than five years’ connection with leading 
chain store organizations; desires connection with 
progressive independent dealer, interested in 
modern merchandising methods. Address Box 
D-161, care of Harpware Ace, 239 W. 39th 
s.. N. ¥. City. 

SALESMAN NOW WITH JOBBER SEEKS 
better opportunity preferably with nationally 
known manufacturer. Age 38, married, good ap- 


pearance and physically fit. 16 years with job- 
bers and manufacturers. Experience covers all 
lines hardware including builders’ hardware con- 
tract work. Fully competent on blueprint work 
and takeoffs. Now located in New York State. 
Salary or salary and bonus arrangement. Address 
Box D-140, Harpware Ace, 239 W. 39th St.. 
New York City. 

EXPERIENCE 


24 YEARS’ SELLING 


HARDWARE, housefurnishings, toys, sporting 
goods, electrical, plumbing, mill and factory sup- 
plies, radios, paints, etc.-window trimming 
show card and sign work, newspaper ad writing, 
store departmentizing—capable of building win- 
dow display backgrounds—display tables—sam- 
pling of doors or drawers--capable of manage- 
ment of sales force or departments. Make me 
en offer. Address Box D-167, care of HarpWarr 
Ace, 239 W. 39th St.. N. Y. City. 


SHOW CARD 
WRITER, 15 years’ experience, desires connec- 
tion with manufacturer, store or chain, anywhere 
in the East. Design, build, install displays that 
really sell merchandise. Specialize in hardware, 
automotive, houseware, electrical, sporting goods. 
Unusual training in merchandising, advertising, 
store management. 12 years as display manager 


DISPLAYMAN AND 


one of country’s largest hardware stores. Refer- 
ences. Address Box D-163, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City 











SALESMAN WANTED. WE WANT A 
man calling on hardware retailers and jobbe-s 
in a concentrated territory, and covering same 
thoroughly, to sell a nationally advertised, pack- 
aged line of metal weatherstrip. Liberal com- 


mission basis. Give present lines, territory and 
personal qualifications in first letter. Address 
Box TD)-169, care of Harpware Ace, 239 W. 39th 
Mi, me ws CO 











Agent Wanted to Sell 


PIPE FITTINGS 


WIDES MACHINE PRODUCTS 
Mfrs. of Plumbing Supplies 
BEDFORD, OHIO 














ALL TERRITORY OPEN ON A line of low 
priced kitchen step stools, unfinished chairs and 
other items suitable for the hardware trade. State 
territory, type of stores you now call on and lines 
carried. Give three references. Address The 
Walter S. Kraus Co., Woodside, New York. 


QUALIFIED SALESMAN TO SELL OLD 
established line Builders’ Hardware, Padlocks and 
Night Latches--Wholesale and Retail Hardware 
trade—-Exclusive _territories—commission __ basis. 
Give full particulars, lines handled, territory cov- 
ered, experience, etc. Address Box D-168, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 








COMPANY WHO HAS BEEN SELLING 
nationally through the jobber has changed its 
selling policy and will now sell to the dealer trade 
direct, requires additional salesmen. Replying 
give age, education, present employer, sales ex- 
perience, territory preferred. Address Box D-178. 
care of Harpwarre AGE, 239 W. 39th St., N. Y. 
City. 





OLD ESTABLISHED M ANUFACTURER 
OF PAINT Brushes wants experienced sideline 
salesmen, commission basis, in Tennessee, Ne- 
braska, South Dakota, Kansas, Missouri, Illinois. 
Only men with a following among hardware. 
paint, lumber and department store trade should 
apply. Address Box D-175, care of Harpwari 
Ace, 239 W. 39th St., N. Y. City. 


BUILDERS’ HARDWARE SALESMEN 
WANTED to sell our line of Brass, Chromium, 
Stainless Tubings and Railings, also Fittings: 
Bar Fixtures, Thresholds, Perforated Grilles and 
Sheets, Chrome Mouldings, Bronze Butts, Push 
Bars and Kick Plates. Liberal Commission. 
Catalogues and sales literature furnished. Ad- 
dress Box D-173, care of Harpware AGE, 239 
WwW. 39th Sa... BH. ¥. City. 

SOMETHING NEW! GENUINE LITHO- 
GRAPHED DECAL transfers, now offered in 
small quantities. An attractive name plate insures 
wide advertising publicity at low cost. Sideline 
salesmen wanted; prospects everywhere—good com 


mission, steady repeats. Samples on request. Ad- 
dress--Raleo Decaleo, HA—-1305, Washington 
Street, Boston, Mass. 





NATIONALLY KNOWN MANUFAC- 
TURER, ESTABLISHED IN _ 1865, desires 
salesmen, now calling on retail hardware trade, 
to take on additional line on commission basis. 
Exclusive territory offered; several good terri- 
tories open. Salesman must be covering territory 


applied for regularly. Address Box D-101, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 
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DO YOU WANT TO SELL the wholesale 


hardware, mill supply and plumbing supply job- 


bers in Ohio, Indiana and Michigan? A reputable 
sales representative who has sold this trade for 
past fifteen years can now add one more profitable 
und saleable line on commission basis. Address 
Box D-171, care of Harpware Ace, 239 W. 39th 


St... 3. Ciy. 





ESTABLISHED MANUFACTURERS’ 
AGENT COVERING Texas, Okiahoma, Arkan- 
sas and Louisiana, selling the hardware, mill sup- 
ply and oil well supply trades will be East latter 
part of October and could meet quality manufac- 
turer desiring representation. Address Box 
D-162, care of Harpware Ace, 239 W. 39th St., 
Nn. ¥.. Cie. 





TO THE MANUFACTURER OF CHRIST- 


MAS goods and toys—We cover hardware and 
housefurnishing stores in Philadelphia, South 
Jersey, Pennsylvania, Delaware and Maryland. 


Would handle any type of Christmas goods on 
commission basis. What have you to offer? Ad- 
dress Box D-172, care of Harvwarre Ace, 239 
W. 39th St.. N. ¥. City. 











FOR SALE. HARDWARE BUSINESS IN 
Los Angeles. Three miles from downtown busi- 
i neighborhood, on heavily 


ness center, in good 

traveled street. Same owner for 33 years. Needs 
younger man with push. Stock and fixtures 
$1,800. Property for sale or rent. W. S. Halsey, 


902 San Fernando Road, Los Angeles, Calif. 


ACCOUNTANT & AUDITOR, SPECIALIZ- 
ING IN ACCOUNTING and tax service, for 
hardware, plumbing, electrical, heating, tinsmith 
and roofing lines. Books opened, balanced, sys- 





tems installed, taxes, financial and operating 
statements, and bookkeeping service. Moderate 
rates. Address Irving I. unz, 1166 Gerard 


Ave., New York City. 


HARDWARE STORE FOR SALE ESTAB- 
LISHED 25 years. Reason poor health. In- 
ventory: Mechanics’ tools, shelf hardware, $3,500; 
Devoe paints and supplies, $1,000; electrical and 
plumbing supplies, $800; cutlery, $200; miscel- 
laneous merchandise, $500. Sales are cash only. 
You can get charge accounts and double the 
sales. Address Gabler, 2017 Boston Road, Bronx, 
New York. 


Tel. Jerome 6-2454. 














LISHED retail hardware store located in south- 


ern Michigan. Must be capable of managing gen- 


eral hardware featuring builders’ hardware. 
Fine opening for the right man. Address Box 
D-165, care of Harpware Ace, 239 W. 39th St., 


N. Y. City. 


WANTED SALESMEN: SEVERAL YOUNG 
MEN between 21 and 35 who wish to make 
permanent connection as traveling salesmen, on 
profit-sharing basis with national distributor of 
general hardware and associated items. Single 
men preferred, but willing to make justified ex- 
ceptions. Must have from two to five years’ prac- 
tical hardware experience in retail hardware store 
Must own or be able to obtain automobile. Must 
be able to make bond. Must be willing to start 
on moderate expense allowance. Unless you have 
the above qualifications, please do not apply. Give 
full particulars of your business history in first 
letter. All replies will be held strictly confi- 
dential. Address Box D-134, care of HAaRpWare 
Ace, 239 W. 39th St., N. Y. City. 
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: OPPORTUNITIES SECTION 
) of HARDWARE AGE 


: Opportunity speaks from every corner. Every issue 
of this widely read Hardware Trade Paper carries 
the advertisements of those who are looking for help 
as well as those who are seeking positions. It is the 
“Meeting House” of the Hardware Trade. It secures 
quick, tangible results for its advertisers. 


Send your copy with remittance to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th Street, New York City 








OPPORTUNITY 
SPEAKS FROM EVERY CORNER 


Hardware companies who seek good Sales Repre- 
sentatives, desirable Accounts and the right kind of 
Help invariably use the Classified Opportunities Sec- 
tion of Hardware Age. 
Hardware men who seek good Positions also em- 
- ploy the same Hardware Paper. This is because in the 
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Wide. flat 
section insures 


snug. smoke 


fie ee ~ @ . $14 
% 4 2 j 
~ em te rr eee oo. 5 


LOCK JOINT 
Holds pipe 
securely full 
length 


w=, B-meT : 
ie al e-gty é 


‘ 
Ae 


* Tin or galvanized 
* Locked easily by 


* 


Furnace Pipe 


Available either in tin 
or galvanized. Simple 
locking device. Just 
hook edges together 
and close with mallet, 
forming a strong lock. 
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Fade-away 
Crimp permits 
joint to start easily 
over the next. 


LOCK JOINT 
Locking 
Device assures 
secure. tight 
lock. 


Style 


3” Galvanized 


This easy-to-sell line 
BUILDS YOUR REPUTATION 


It's no trick to ring up sales with Milcor 
Furnace Pipe, because your customers 
see in a minute that it gives them just 
what they need for a snug, handsome 
job that stands up. 

Whether it’s LockJoint or “Titelock,” 
Milcor Furnace Pipe is easy to handle, 
easy to fit, and soundly built in every 
detail. It makes satisfied customers and 
leads to more sales. 

Let Milcor Furnace Pipe help you get 
more and easier sales this season. 
Order a stock from your jobber today. 


$0° Tin Adjustable 
"G” Galvanized 4-Piece Elbo 
Return Air Shoe 


Y-Branch 


Complete 


Assortment of Tin, 2-Piece 30° 


Adjustable Elbow Accessories Adjustable Angle 


MircoR. , STE EL Company 


JKEE, W oC CANTON, OHIO 








Lead the Field 
with WESTFIELDS in 1938 


This seal on the front 
mudguard is a sign of 

sure profits for you on 

\ the complete West- 
a: field line—And you'll 


1 need Columbias as 
=r 


well for those who 


want America’s most 
4 STANDARD OF THE WORLD — 


famous bicycle. 
SUE” THE 


WESTFIELD MFG. CO. 
WESTFIELD, MASS. 








PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS e@ TOILET SEAT BUMPERS 
CHAIR TIPS @ CRUTCH TIPS @ SUCTION RUBBERS 


SEND FOR CATALOG OF COMPLETE LINE 


TIAKITT 
ATLANTI 


> AVE: BOSTON:MASS: 








Ge) BRUSH-NU COMPANY 


| | tae 
a 4 / BALTIMORE MARYLAND \ 
Swe 











Genui"° DOMES 9 SILENCE 
- SOFTLY - SMOOTHLY 
1Oc SET SAVE FURNITURE 


j. & FLOORS-CREATE QUIET 
cE » Name Domes of Silence 
on each genuine Glide 


Domes of Silence 
Rubber Cushion Glides 
t Tile, Marble, Ce 
ss, Sizes for 


| furniture 


ment and Bathr 


meta! bed “ 


Ask your Jobber 


DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 


If he is not supplied write to 





114 





The ELASTIC TIP Cof 








(4S, TORCHES 


KNOWN 
EVERYWHERE 


No. 800 — Low Priced, Pump Filler, 
Polished Brass Finish. 


No. 600A — Bottom Filler, T Handle 
Lock Down Pump, Polished Brass Finish. 


No. 158A—Chrome Plated Tank and 
Pump, Full Skirted Windshield. 


CLAYTON ‘8 LAMBERT Mc. Co. 


DETROIT, MICHIGAN 














dsome, 3" 
aced, 1tis 


rer space 























WILL Voll THESE BRUSHES 


Furnace and Boiler cleaning is an important factor in 
every home heating plant. The new Schaefer RUST- 
PROOF FLUE AND FURNACE BRUSHES offer 
YEARS of efficient service at a price only slightly 
higher than the cheap profitless brushes you have 
been selling. Fast-cleaning wire bristles are made 
of a Silvery Brite special alloy steel, thoroughly 
RUSTPROOF, not merely treated with a rust- 
proofing solution. Here's Quality that will 
sell—at a margin of profit worthwhile to you. 
@ Let us tell you of the aggressive Merchan- 
dising Plan behind Schaefer Rustproof Flue 
and Furnace Brushes. 


SCHAEFER BRUSH MFG. CO. 
117 West Walker St. 





° Right Milwaukee, Wis. 

0. 

Round - . 5 na 

— SCHAEPER srusnes 


BUY SCHAEFER-ITS SAFER 
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No. 9. 
BIGGEST SELLER IN HAND SANDERS 
Saves time and work. Strong, practical. 
Perfect results. Takes Red Devil Handy 
Pack Sand and Emery or !|/, standard sheets. 


A NICKEL SELLER PROFIT MAKER 


Very popular item. Counter Display attracts 
customers. Driving Tool in each 5¢ package. 








YEARS 


“40 





WORLD 
FAMOUS FOR QUALITY AND SALES 
No. 288 Unique Easel Counter Display sells cele- 
WAL brated Red Devil Glass Cutters. Precision 
SCRAPER = cutting wheels sealed in oil by transparent, 
air tight caps. 


eae) 


Wm 


@til 


HOLD LIKE A FISH HOOK 
4 — | 
= 












vty 


A POSITIVE REMEDY FOR-LOOSE HANDLES 
— = J 
‘a —_ —— 
— —- — 


Ti 


LANDON P. SMITH, Inc Inv ON 1 USA 
maneractusces of Rad Dew ciass curr 





The 
Display 
Merchandiser 


FOR BIGGER COUNTER SALES OF 
PUTTY KNIVES 
Finest cocobola to popular type Putty 
Knives and Wall Scrapers—unequalled for 
quality, price and profit. Clever counter 
Service Displays put them over. 


THE BEST WEDGES 
MADE 
Genuine Steel. Can't chip or 
break. They bite into handles, 
“Hold like a fish hook"—no 
loosening. Profitable seller. 


POPULAR—FAST SELLING— 
PROFITABLE 


Shaped right and balanced right — they 
scrape right. Two replaceable sharp blades 
save sharpenings. Either blade used by simply 
turning handle over. Popular big sellers. 
Easel Display has attention compelling light 
reflecting top. Sales of extra blades also 





profitable. 
For Your Own Use : 
7 
NO. 30 ELECTRIC PAINT CONDITIONER KEEPS PAINTS HERE IS KITCHEN DEVIL'S PROFITABLE 10-CENT COUNTER 
FRESH AND SALABLE A Line That Cuts Down Stock Requirements 

Reconditions pint to gallon size cans. No soiling or marring labels. Cleaners of four styles in Display Containers of 2 dozen—one style 
1350 scientific shakes a minute—thoroughly remixes in a jiffy. or assorted—"MOP," "BALL," "HANDLE" and "GOLD" (In cello- 
Sturdy, reliable, low priced. phane envelope). They keep the cash register busy. 


LANDON P. SMITH, INC., Irvington, N. J., U. S. A. 
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A product 0 


S.L. ALLEN & CO., I 
405 Glenwood Avenue 
Philadelphia, Pa. 


Makers also of: Yankee Clipper Sleds, 

Mickey Mouse and Donald Duck 

Sleds... and Planet Jr. Farm 
and Garden Tools. 








ERE’S a wide road ahead, paved with profits — 
for the man who's selling Flexible Flyers this year. 
For once again the pace-setter on the hill will be the pace- 
setter on the ledger. Streamlining, Super-Steering, and Safety 


Runners are features that will turn these new Flyer beauties 
into cash for you. Winter is not far off — meet it with a full 
line of the smoothest, speediest, safest and SELLINGest sleds 
on the market —the favorites of kids for three generations. 


And when the snow melts, be ready with Flexy Racer— 
the successor to express wagons. This fleet, smartly-styled 
sled on wheels is taking Young America by storm. Flexy 
Racer will make your Flyer line an all-year leader. 





Send for prices and details of 


WRITE 


our many dealer helps. 


Cash in on a nation-wide, 











purse-opening advertising 
campaign that will send your 
sales to the top of the hill. 
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HARDWARE AGE 





